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Roug h Proofs 


“Sometimes a bubble in the glass 
helps,” remarks Bon Ami. I know 
people who insist that a lot of bub- 
bles in the glass help still more. 

* * a 


A spats advertiser is hooking up 
with football to demonstrate the 
manliness of this sartorial accessory. 
Why not arrange a_ co-operative 
campaign with a plug-tobacco man- 
ufacturer who is trying to inject a 
little refinement into his consumer 
appeal? 

* * * 

S. Roland Hall is going to publish 
a book in which he will tell what 
happened to his ideals while he was 
in the advertising agency business. 
The book will be read sympatheti- 
cally by ex-idealists in and out of 
the advertising agency business. 

* * s. 


The prehistoric animals pictured 
in the Sinclair Mobiline series, it 
is now learned, lived several million 
years after the geological period in 
which Moboline crude was produced. 
It’s a good thing dinosaurs aren’t 
sensitive about their age. 

* * * 


O. C. Harn, vice-chairman of the 
Chicago Advertising Council, cordi- 
ally welcomed O. C. Harn, manag- 
ing director of the A. B. C., and 
associates at the council’s luncheon 
October 23. The change of character 
was accomplished without even add- 
ing a false moustache. 

* * * 


Procter & Gamble won first prize 
and two honorable mentions at the 
national outdoor advertising art ex- 
hibit with no assistance whatever 
from Ivory Soap. They were evi- 
dently using the Knute Rockne sys- 
tem of sending in the shock troops 
in the first half. 


* * * 


Appeals for Listerine, Maj. G. B. 
Lambert is quoted as saying, have 
been varied so as to interest all pros- 
pective users. In other words, you 
might duck halitosis, only to run 
into a tell-tale shower on your coat 
collar. 

* * * 

Bill Rankin, who won a suit for a 
quarter of a million against the out- 
door advertising association, at- 
tended its annual convention in Mil- 
waukee last week. He _ probably 
wanted to convince the poster peo- 
ple that he can accept 250 grand 
without getting sore about it. 

* * * 


The report that President Hoover 
intended to recommend the manu- 
facture of real beer, as a boon to 
farmers, excited the grain market. 
The traders probably figured that 
the farmers would be _ generous 
enough to share some of the boon. 

* * & 


The Boston reunion of the Stars 
& Stripes was attended by enough 
advertising men to staff half a dozen 
papers, thus demonstrating the 
truth of Scribner’s contention that 
the favorite bromidiom in the ad- 
vertising business is, “I used to be 
a newspaper man myself.” 

* ” * 


The popularity of bridge has 
made eight instead of six the correct 
number of pieces in a set, the In- 
ternational Silver Company has dis- 
covered. It looks as if Work and 
Whitehead ought to be cut in some- 
where on this deal. 

Copy Cus. 


SAVE SURFACE 
CAMPAIGN IS 
CUT TO $15,000 


Victim of Economy Policy in 
Paint Industry 


Toronto, Canada, Oct. 23—The 
Save the Surface campaign will be 
discontinued, the American Paint 
and Varnish Manufacturers’ Asso- 
ciation and the National Paint, Oil 
and Varnish Association decided at 
their annual meeting here. 

In a reorganization of the asso- 
ciations’ activities, the budget has 
been reduced from $475,000 to 
$200,000. The new budget for the 
Save the Surface campaign is $15,- 
000. That for the Clean Up and 
Paint Up campaign, which has 
never had a large appropriation, is 
$25,000. 

H. E. Mordan, business manager 
of the Save the Surface Compaign, 
said, however, that its budget would 
be increased by income from other 
sources. He explained: 

Mordan’s Viewpoint 

“National advertising has hereto- 
fore, by far, constituted the major 
part of our expenditures. It is 
earnestly hoped by many that it 
will not be long before this impor- 
tant activity is revived. 

“Until that time, the editorial 
service and such part of the trade 
and sales promotion work which is 
retained will function in the most 
economical way and keep alive the 
slogan ‘Save the surface and you 
save all.’ 

“Since the campaign’s inception 
in 1917 it has successfully met 
every problem and overcome every 
obstacle. I can only say that it 
will meet this one with equal 
strength and vigor and give to the 
industry the full capacity that is 
left to it.” 

Under the new order, subscrip- 
tions will be made to a common 
fund, rather than to a specific cam- 
paign, such as the Save the Surface 
project. Manufacturers with do- 
mestic sales of less than $75,000 per 
year will contribute $30 annually to 
the association. The amount runs 
up to $400 for those having domes- 
tic sales of $500,000 to $1,000,000. 

J. R. MacGregor, of the Eagle- 
Picher Lead Co., and chairman of 
the Clean Up and Paint Up Cam- 
paign committee of the Chicago As- 
sociation of Commerce, said that 
with advertising of $11,781 in 1930, 
4 million dollars of sales resulted. 

A new advertising campaign may 
come from a meeting of the lacquer 
industry held during the paint con- 
vention. A definite campaign will 
be discussed at a future meeting. 

Eldridge Haynes, of the McGraw- 
Hill Publishing Company, said that 
the paint industry has not been 
reaching the buyer. He said that a 
survey indicated that: 

1. Only one paint manufacturer 
has reached more prospects by ad- 
vertising than by salesmen. All the 
others are reaching more people by 
salesmen than by advertising. 

2. Paint salesmen of all com- 
panies fail to reach all or even a 
fair share of the people who buy. 

3. Salesmen are “chasing smoke- 
stacks,” spending too much time 
with the small buyer, not enough 


with the large one. 


Outdoor Industry 
To Stage Campaign 
for Farm Products 


Milwaukee, Wis.,. Oct. 24.—(By 
wire)—George W. Kleiser, of Foster 
& Kleiser, San Francisco, was elected 
president of the Outdoor Advertis- 
ing Association of America at the 
closing session. 

New vice-presidents: W. Rex 
Bell, Three B Company, Terre 
Haute, Ind.; Leonard Dreyfuss, 
United Advertising Corp., New 
York; J. B. Stewart, Dixon & 
Stewart, Clinton, Ia.; and Al Nor- 
rington, General Outdoor Advertis- 
ing Co., Pittsburgh. 


Milwaukee, Oct. 23—The facili- 
ties of the outdoor advertising in- 
dustry have been offered to the 
United States Government for use 
in promoting the sale of farm prod- 
ucts aud thus stimulating business, 
this action coming as the high point 
in the 40th annual convention of the 
Outdoor Advertising Association of 
America, which concluded a three- 
day convention here today. 

The proposal to provide without 
charge an advertising campaign of 
nation-wide proportions in behalf of 
cereal products was made by Ivan 
B. Nordhem, of Nordhem Service, 
Inc., New York. 

His plan is to provide posters, 
distribution and panels on which to 
present messages signed by the De- 
partment of Agriculture, designed 
to increase consumption, assist the 
farmer and thus add to the national 
buying power, with a consequent ac- 
celeration of business generally. 
Mr. Nordhem won fame in 1921 in 
handling a similar campaign, that 
in which the Rotary clubs endeav- 
ored to hasten the return of pros- 
perity. 

Following an exposition of the 
plan, Kerwin H. Fulton, of the Gen- 
eral Outdoor Advertising Company, 
New York, chairman of the board 
of the association, introduced a res- 
olution committing the industry to 
carrying out the idea. It was 
adopted unanimously. 


Will Cost $200,000 
Mr. Nordhem said that the plan 
has not been officially approved at 
Washington, but that high officials 
have indicated their favor. Produc- 


RETIRING PRESIDENT 


C. U. Philley 


ing and distributing the posters will 
cost $200,000, but this amount is al- 
ready in sight, he said. The plan 
is to have the posters appear in 
December, January, February and 
March, and it is expected that ac- 
tion will be taken just as soon as 
the offer of the outdoor advertising 
interests has been given the official 
okay of Secretary Hyde, of the De- 
partment of Agriculture. 

Frank discussions of the rela- 
tions of the outdoor advertising 
business with advertisers and with 
the public were the features of an 
unusually interesting program. The 
plant-owners apparently were anx- 
ious to hear criticisms of their 
methods and service, and advertis- 
ers and agents, as well as soliciting 
organizations, were given an oppor- 
tunity to make suggestions. 

From the standpoint of the ad- 
vertiser, the central theme of the 
discussion was the continuance of 
the standardization program, under 
which the plant-owners are bring- 
ing their structures up to the stand- 
ards established by the association 
as part of a five-year improvement 
program. 

George W. Kleiser, of Foster & 
Kleiser, San Francisco, reporting 
for the committee on survey and 
advertising value, said that of the 

(Continued on Page 12) 


A.N. A. Members Will 
Spend More in 1931 


New York, Oct. 23—Of 256 mem- 
bers of the Association of National 
Advertisers who have indicated their 
1931 plans, 121 will repeat their 
1930 appropriations; 60 will increase 
their appropriations, 14 will de- 
crease, and 61 were unable to give 
figures. 

Members of the A. N. A., of which 
Albert E. Haase is managing direc- 
tor, spend 265 million dollars a year. 
The 256 members participating in 
the poll represent a majority. 

An analysis of the 60 members 
who will increase their 1930 appro- 
priations indicated that 2 will ex- 
pand their expenditures by 200 per 
cent; 1, 100 per cent; 1, 50 per cent; 


6, 21 to 49 per cent; 14, 16 to 20 
per cent; 5, 11 to 15 per cent; 14, 
6 to 10 per cent; 8, 1 to 5 per cent; 
9, failed to give percentage. 

Of the 14 companies which will 
cut their appropriations, 1 will 
slash 50 per cent; 3, 30 per cent; 
4, 11 to 25 per cent; 5, 1 to 10 per 
cent; 1, not definite. 

Sixty advertisers who were un- 
able to give definite figures offered 
the following: 9 may show an in- 
crease; 138 believe they will retain 
the 1930 appropriation; 5 may show 
a decrease; 29 have not determined 
the 1931 appropriation; 5 will retain 
the same ratio of advertising to 
sales. 


TO SEGREGATE 
NEWSPAPERS: 
HOTEL SALES 


A. B.C. Meeting Develops 
Lively Debate 


The annual convention of the 
Audit Bureau of Circulations, held 
in Chicago, October 23 and 24, de- 
veloped the predicted fireworks in 
the discussions of newspaper bulk 
sales and the way in which hotel 
sales shall be shown on circulation 
reports. 


The final decision on this subject 
was to segregate hotel sales from- 
other bulk sales, but the question as 
to whether the item shall be shown 
on Page 1, in paid circulation, or 
with other bulk sales, on Page 2 of 
the newspaper form, was referred to 
the board of directors for action. 


The discussion in the newspaper 
divisional meeting Thursday after- 
noon precipitated long and spirited 
debate, requiring several polls, the 
checking of proxies, etc. The lines 
were rather evenly drawn, but the 
forces in favor of a revision of the 
rules, led by Louis Wiley, of the 
New York Times, finally won a vic- 
tory when a resolution was adopted 
providing for the listing of hotel 
sales separately on Page 1. 

An effort was then made to have 
the record of all bulk sales trans- 
ferred to Page 1, but this was de- 
feated. 


When the subject was taken up by 
the Resolutions Committee, of which 
John Bresnahan, of the New York 
World, was chairman, it was found 
that in addition to the newspaper 
division resolution, a resolution had 
been adopted by the advertisers’ divi- 
sion in favor of keeping the informa- 
tion where it is now, or separate 
from net paid. 


Adopt Compromise 


It was therefore decided by the 
Resolutions Committee to adopt a 
compromise, and the resolution it 
offered, specifying segregation of 
hotel bulk sales, but leaving the lo- 
eation of this information on the 
newspaper form to the board of di- 
rectors, was agreed upon after sev- 
eral hours’ discussion. The conven- 
tion adopted the resolution, and 
turned down a motion to have the 
subject submitted to a referendum 
vote of the members. 


The board is expected to have 
hearings on the question, and those 
for and against the change, which is 
intended to improve the position of 
hotel bulk sales in the statement of 
newspaper circulation, expressed 
themselves as willing to rest the de- 
cision on the action of the board. 


Another resolution which devel- 
oped some differences of opinion was 
that relating to peak issues. This 
subject appeared in the agenda for 
the meetings with the comment that 
it had been suggested that instead 
of allowing a publication to use the 
figures of a peak issue for analysis, 
with a footnote calling attention to 
the fact that it is a peak issue, he 
be required to use an issue which is 
not more than 10 per cent above the 
average for the period, and also that . 
the issue be dated some time within 
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ADVERTISING AGE 


October 25, 1930 


the second half of the period cov- 
ered by the statement. 


To Show Variation 

A resolution on this subject was 
adopted, providing specifically that 
the statement show whatever the 
variation is from the average cir- 
culation for the period reported on, 
regardless of the amount of the vari- 
ation, or whether it is an increase 
or decrease from tue average. The 
resolution is expected to affect mag- 
azines chiefly. 

Another resolution affecting news- 
paper practice was that providing 
that circulation obtained through 
organized charities, in return for 
donations, be described in the A. B. 
C. reports devoted to “other sources 


Home Boy Makes 
Good in Metropolis 


New York, Oct. 23—There 
will be big doings in Hornell, 
N. Y., May 31, 1931, when a 
hoiae boy who has made good 
in the big town will come 
home to see the folks. 

The boy is Louis Wiley, who 
joined the staff of the New 
York Times in 1896 and has 
been its business manager 24 
years. 

The celebration, to mark Mr. 
Wiley’s 62nd birthday, will be 
conducted by the Hornell 
Chamber of Commerce. 


of subscriptions.” Before this resolu- 
tion was adopted, it was amended 
to include the words, “and other 
organizations,” so that circulation 
promoted in this way will be espe- 
cially indicated, regardless of the 
type of the organization referred to. 

Another important action was that 
with reference to using A. B. C. re- 
ports as a basis for publicity. The 
present rules restrict their use mate- 
rially, especially where only portions 
of the report are used for compara- 
tive purposes. The newspaper divi- 
sion proposed a resolution that a 
newspaper member be privileged to 
use any or all facts and figures in 
A. B. C. reports, but that distortion 
or misstatement be punishable by ex- 
pulsion from the bureau. Because of 
the radical nature of the resolution, 
the committee reported it with the 
recommendation that it be referred 
to the board of directors, and this 
was done. 

A resolution aimed at subscription 
agencies which use premiums with- 
out the knowledge or consent of the 
publishers was adopted, providing 
for the proper classification of all 
premium subscriptions, regardless of 
by whom the premiums are offered. 


Board to Act 


A number of resolutions adopted 
in divisional meetings relative to 
punishment of members whose re- 
ports show consistent and intentional 
inaccuracies were considéred by the 
resolutions committee, which recom. 
mended that the whole subject be 


referred to the board of directors. 
This action was approved. 


Ernest I. Mitchell, 


Driscoll, 


officers are as follows: 


Engineering, Chicago, treasurer. 
elected. William H. Dryden, 


follows: 


Elect New Directors 


thwaite, 


Philip L. Thomson, director of 
public relations of the Western Elec- 
tric Company, New York, was re- 
elected president of the A. B. C. at 
the meeting of the board of directors 
following the adjournment of the 
convention. The other officers were 
re-elected, with the exception that 
of Mitchell, 
Faust, Dickson & Wieland, Inc., of 
Chicago, who retired from the board 
of directors at his own request, was 
succeeded as secretary by Thomas 
advertising manager of 
Armour & Co., Chicago. The other 


F. R. Davis, General Electric Com- 
pany, Schenectady, N. Y., vice-presi- 
dent; S. R. Latshaw, Butterick Pub- 
lishing Company, New York, second 
vice-president; David B. Plum, Troy 
Record, Troy, N. Y., third vice-presi- 
dent; and E. R. Shaw, Power Plant 


Directors were chosen for each di- 
vision in the A. B. C., most of those 
who had previously served being re- 
of 
Sears, Roebuck & Co., Chicago, was 
a new director elected by the adver- 
tisers’ division, the others being as 


Ralph Starr Butler, General Foods 
Corporation, New York; C. F. Gold- 
Canadian National Rail- 
ways, Montreal, Can.; William A. 


Hart, E. I. duPont de Nemours & 
Co., Wilmington, Del.; L. B. Jones, 
Eastman Kodak Company, Roches- 
ter, N. Y.; Arthur H. Ogle, Bauer 
& Black, Chicago; M. F. Rigby, 
Studebaker Corporation, South Bend, 
Ind. 

John Dickson, of Mitchell, Faust, 
Jickson & Wieland, Inc., Chicago, 
vas chosen a director for the agency 
livision, succeeding Ernest I. 
“itchell, of the same company. 

F. W. Stone, of the Review of Re- 
views, New York, was re-elected a 
lirector representing the magazine 
livision. 

Mason Britton, of the McGraw- 
Hill Company, Inc., New York, was 
re-elected a director representing the 
business paper division. 

Marco Morrow, of the Capper 
Farm Press, Topeka, Kan., was re- 
elected a director representing the 
farm paper division. 

David B. Plum, of the Troy Rec- 
ord, Troy, N. Y., and H. A. Sprague, 
of the St. Joseph News-Press, St. 
Joseph, Mo., were re-elected direc- 
tors representing the newspaper di- 
vision. This action was taken after 
a second vote on the nominations 
was recorded in the general session, 
H. W. Stodghill, of the Lowisville 
Courier-Journal and Times, having 
been chosen on the first ballot in the 
newspaper division meeting, when 
through some misunderstanding 
members voted for one instead of 
two directors. Mr. Stodghill ran a 
close third in the vote cast at the 
final session. 

The meetings were largely at- 
tended, and keen interest was taken 
in the discussions. There was no en- 
tertainment, the annual banquet hav- 
ing been omitted this year by vote of 
the directors. The members of the 
board and O. C. Harn, managing 
director, were guests of honor at 
the meeting of the Chicago Adver- 
tising Council at the Hotel LaSalle 
October 23. 

In his annual report, P. L. Thom- 
son, president of the A. B. C., said 
the organization has 2,003 members, 
divided as follows: 

National advertisers, 147; local 
advertisers, 51; advertising agencies, 
175; newspapers, 1,053; weekly 
newspapers, 25; magazines, 206; 
farm papers, 72; business papers, 


We Have 
the Redskins 
to Thank... 


Redmen trails, that stretched from the 
far wilds, north, west and south, and converged 
to the log steps of a tiny trading post on the 
banks of the Detroit River, are today’s throb- 
bing Detroit boulevards, centering more traffic 
in a more confined area than identifies any 
other metropolis in the United States. 


We have those redskins to thank for this, 
the most effective civic layout ever developed 
for dominant, economic, ideal Outdoor Adver- 
tising coverage. 


Walker & Co.’s unsurpassed opera- 
tion of Detroit’s natural Outdoor possibilities 
has won this market for many national adver- 
tisers at astonishingly low cost. 


Our intelligent acquaintance with this mar- 
ket results in an outstanding research service, 
based upon facts, that is yours for the asking. 


|WALKER & ClO. 


OUTDOOR ADVERTISING 
DETROIT 


273; miscellaneous. 

This is the first time membership 
has exceeded the 2,000 mark. 

The Bureau, already serving the 
Hawaiian Islands, has authorized 
extension of service to Mexico and 
the West Indies. , 


Agency Changes Name 


The Ruppert Advertising Agency, 
Cincinnati, has become the Bish- 
opric- Wallace Company. Allison 
Bishopric, Jr., continues as presi- 
dent, with Charlton Wallace, former 
advertising executive of the Peters 
Cartridge Co., vice-president. 

John Graydon, Jr., is head of the 
copy staff, and Jerome G. Morgan, 
formerly of the Ralph H. Jones Ad- 
vertising Agency, is manager of 
service. 

New accounts handled by the 
agency are the Snow King Baking 
Powder Co. and the Hotel Gibson. 


W. R. C. Smith Has Been 
at It for 25 Years 


W. R. C. Smith, head of the At- 
lanta publishing company of that 
name, celebrated his 25th anniver- 
sary as a business publisher, Oct. 16. 

As publisher of Southern Power 
Journal, Cotton, Southern Hardware, 
Electrical South, Southern Automo- 
tive Journal and Southern Aviation, 
Mr. Smith has contributed largely to 
the upbuilding of the South. 


“National Hotel Review” 


Bought by Ahrens 
The Ahrens Publishing Co., New 
York, publisher of four hotel and 
restaurant magazines, has purchased 
National Hotel Review and Gehring 
Hotel Directory, both of which were 
founded by the late Charles E. 
Gehring. 
National Hotel Review will con- 
tinue as an Eastern weekly, with 
A. M. Adams as editor. 


Bakery Has Agency 


The American Bakeries Co., At- 
lanta, Ga., which operates plants 
throughout the Southeast, has placed 
its advertising with Eastman, Scott 
& Co., Atlanta. 


HEADS COUNCIL 


John H. Dunham 
Mr. Dunham presided at the meet- 
ing of the Western Council of the 
Four A’s in Chicago this week. 


C.L. Miller, Alias 
Aesop Glim, Is 
Chicago Guest 


Charles L. Miller, of W. L. Brann, 
Inc., New York, who writes under 
the pen name of Aesop Glim, told 
the Advertising Council of the Chi- 
cago Association of Commerce 
Thursday that there is too much 
applesauce and camouflage in adver- 
tising. 

“Institutional advertising” is often 
used as a mask to conceal the lazi- 
ness of the advertiser, according to 
Mr. Miller. 

“The ultimate consumer is inter- 
ested only in what he gets for his 
money,” said he. “It is the mer- 
chandise and not the institution that 
he buys. 

“To agency men and publishers, I 


say: Your clients, your advertisers, 
are tremendously interested in 
fundamentals. Nothing pertaining 


to their needs is too simple for their 
study. And this will be doubly true 
in 1931. 

“Don’t be afraid to educate your 
clients. A shrewd buyer is a good 
customer. Don’t pose as a magician 
with a bag of tricks; you’ll be found 
out sooner or later. Be simple. Be 
honest with your clients and with 
their customers through the kind of 
advertising you write.” 


New Orleans 


Picks Callender 
As President 


New Orleans, La., Oct. 23—Wil- 
son S. Callender was elected presi- 
dent of the Advertising Club of 
New Orleans as the organization 
resumed work after the summer 
vacation. The club has also decided 
to issue a weekly bulletin to mem- 
bers. 

Mr. Callender’s staff will be made 
up as follows: 

James I. Smith, vice-president; 
Adrienne Schaefer, secretary; Mar- 
got Burvant, treasurer; Fred I. 
Meyers, director-at-large; Alan R. 
Martin, chairman copy planning 
committee; Prof. F. Santry Reed, 
chairman research and marketing; 
Gratz True, production; H. C. Fer- 
rell, advertising managers’ division; 
Jacob J. Wolf, arts and art direc- 
tors’ division; Jules J. Paglin, di- 
rect mail. 

G. Prather Knapp, director of 
banking publications for Rand Mc- 
Nally & Co., Chicago, told the asso- 
ciation that while the American in- 
dividual still yearns for many com- 
modities, it is pernicious nonsense 
to talk about recurrent periods of 
depression or to base calculations 
on the law of supply and demand. 


Buy Martin-Parry 
The Indianapolis plant of the 


Martin-Parry Corporation has been 
sold to General Motors Corporation. 


Western Agents 
Discuss Radio 
Broadcasting 


Radio advertising drew the most 
attention during the mid-year meet- 
ing of the Western Council of the 
American Association of Advertis- 
ing Agencies at the Union League 
Club, Chicago, October 22. The 
event was preceded by the regular 
quarterly meeting of the directors. 

The radio situation was discussed 
chiefly from the angle of spot 
broadcasting, means of checking 
coverage to establish equitable rates, 
national and local rates, and the 
function of the radio time broker in 
relation to the advertising agent. 

There was also a lengthy discus- 
sion of electrical recording. It was 
believed by the majority of those 
present that record broadcasting 
would grow rapidly. 

Members expressed approval of 
the Crossley system of checking 
radio broadcasts and their satisfac- 
tion with the arrangement whereby 
the 4 A’s is represented on the 
A. N. A. committee directing this 
activity. The A. N. A. committee 
has checked 70,000 broadcasts this 
year. 


Attention also turned to the prob- 
lems and possibilities of the small 
agency. The consensus was that 
small agencies are a permanent in- 
stitution, providing they organize to 
meet changing conditions in busi- 
ness and concentrate on the business 
they are best equipped to handle. 

Newspaper rates were also dis- 
cussed. ; 


Boy Publisher 
Sues Advertiser; 
Wins Decision 


New York, Oct. 23—Marcia Bacon, 
12 years old, and Charles Bacon, Jr., 
13, have just demonstrated that a 
contract with a paper of 200 circu- 
lation is just as binding as one with 
a national magazine. 


The two youngsters, publishers 
of the Douglaston Weekly, won a 
court decision against the Queens 
Petro. Co., of Jamaica, which must 
pay them $182 for 14 full-page ad- 
vertisements at the rate of $13 a 
page. The case was tried in the 
Jamaica Municipal Court. The ad- 
vertiser’s defense was that the signer 
was not authorized to buy advertis- 
ing for the company. 


The Bacon pair have issued a 
weekly ever since Nov. 12, 1929. It 
contains eight pages and is sold for 
five cents. The star contributor is 
Richard Lionel Washburn, son of the 
writer. 


The most regular advertiser in the 
paper is Bill Kee, the Douglaston 
Chinese laundryowner. 


Advertise Real Estate 


The W. L. Hollingsworth Co., 
property management and _ real 
estate company of Los Angeles, has 
placed its account with H. Charles 
Sieck, of that city. 

The same agency is handling the 
account of the Riverside (Cal.) 
Sheet Metal Works, world’s largest 
maker of orchard heaters. 


. Women Change Plans 


The Women’s Advertising Club of 
Chicago has canceled a luncheon 
meeting scheduled for November 3 
and instead will hold a joint meeting 
with the Advertising Council of the 
Chicago Association of Commerce 
November 6. 

Miss Mary I. Barber, director of 
home economics for the Kellogg 
Company, will be the speaker. 


E. W. Scripps Honored 

The late E. W. Scripps, co- 
founder of the Scripps-Howard 
Newspapers, has been elected to the 
Ohio journalism hall of fame, as 
has James W. Faulkner, one-time 
political editor of the Cincinnati 


Enquirer. 
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October 25, 1930 


ADVERTISING AGE 


BENSON DAMNS 
1930 METHODS 


A scathing indictment of present 
methods in vogue in the advertising 
field was delivered by John Benson, 
president of the American Associa- 
tion of Advertising Agencies, in 
prying the lid off the convention of 
the Audit Bureau of Circulations in 
Chicago Thursday morning. 

In his address, “Relieving the 
Strain in Newspaper Advertising,” 
Mr. Benson paid his compliments to 
the publisher who forces his circu- 
lation upward at any price. He 
criticised the advertiser with equal 
force. 

“There is too much circulation,” 
Mr. Benson told his audience. “We 
have to buy too much of it to reach 
our market. 

“Selling space per se seems to be 
going out of fashion. Free news 
service and trade aid are thrown 
in. That costs more money. These 
expenses get themselves included in 
the rate. The cost of selling has 
become a heavy burden. It is 
largely employed in undermining 
competition.” 

Mr. Benson asserted that no pub- 
lisher should be called upon to act 
as a selling staff or a sales promo- 
tion department. 

“That is the advertiser’s job,” he 
said. “All of us have to pay for 
that service whether we use it or 
not.” 


Small Advertiser’s Problem 

“Have publishers not been exploit- 
ing their medium and permitting 
others to do so until it has become 
difficult and sometimes impossible 
for the small and medium size ad- 
vertiser to make it pay? Either so 
much space has to be used that the 
cost becomes prohibitive, or—what 
usually happens—the schedule is cut 
to a point where it is ineffective.” 

Mr. Benson said that forced com- 
bination rates, involving some 300 
newspapers, are anathema. 

“If the combination were really 
economical, it would never need to be 
forced,” he commented. 

He said that many newspaper 
surveys are of little value, being 
“essentially partisan” in spite of be- 
ing literally true. 

Mr. Benson closed by suggesting 
a new philosophy. 

“We could define and adhere to 
natural circulation, based upon the 
merit of the paper,” he said. 

“We could stop buying mere size 
of circulation and give more heed to 
its responsiveness. We could co- 
operate in lessening the medium’s 
sales effort by improving our own 
buying technique. We could agree 
upon what is free publicity and 
what is not. 

“Newspapers could set up official 
committees to study sound prin- 
ciples of rate-making, which would 
justify, reduce or eliminate the dif- 
ferential. They could establish 
standards of advertising appeal, 
both in the local and _ national 
fields.” 

There is no danger of giving the 
A. B. C. too much power, he said 
as a parting word. 


Hearst Promotes Huber 


Erwin Huber, advertising man- 
ager of the Rochester Journal- 
American, has been promoted to the 
same position with the Baltimore 
News and Sunday American. He 
has been succeeded at Rochester by 
Stuart List. 

Mr. Huber published two papers 
in Rochester, but was wiped out by 
fire. He joined the Hearst paper in 
1924 and won several rapid promo- 
tions. 


Conducts Institute 


The Wisconsin News, Milwaukee, 
is conducting a retail institute, 
eight lectures being scheduled. On 
the list are Herbert C. Everett, 
merchandise counselor, Hearst or- 
ganization; Amos Parrish, New 
York; R. C. Borden, New York 
University; Daniel H. Steele, Wil- 
son Brothers, Chicago, and others. 


FISHER BODY GIRL 
IS BARCLAY’S BRIDE 


The marriage of Helen Marie 
Haskin to McClelland Barclay, fa- 
mous illustrator, has been announced 
from Portland, Me. This study of 
the model was recently made by Mr. 
Barclay. 


Utilities Get 
Results from 
Advertising 


New York, Oct. 23—lIncreased 
sales of from 15 to 50 per cent in 
household appliances have resulted 
from the maintenance of general ad- 
vertising appropriations by public 
utility companies. This was re- 
vealed at the annual fall conference 
of the Public Utilities Advertising 
Association at Atlantic City, when 
President Irving M. Tuteur, of Chi- 
cago, called upon the advertising 
representatives of public utility 
companies to report on the results 
obtained from 1930 expenditures. 

The consensus was that the ad- 
vertising appropriations of public 
utility companies will be maintained 
at their present level or increased 
for 1931. 

Clifford E. Paige, of Brooklyn, 
vice-president of the Brooklyn Union 
Gas Co., said: 

“Speaking of the gas industry, 
the very fact that there are more 
than 12,000 uses for gas indicates 
that the industry must be doing 
some pioneering, some selling, and 
considerable advertising. 

“Much has been said about put- 
ing the selling pressure on the lines 


which furnish the greatest ultimate |. 


return to the utility. My own ob- 
servation is that no matter how 
much pressure has been put on such 
appliances, none has been with- 
drawn from the others. Our busi- 
ness requires so imperatively that 
we utilize every opportunity to get 
our equipment into active use that 
we cannot afford to let down effort 
in any direction. 

“Surveys will undoubtedly direct 
a proper apportioning of effort, as 
time goes on, and it may be said 
safely that no utility knows all it 
should know at this time to deal 
with the problem adequately. Your 
association has done a great deal in 
showing utilities how to advertise. 
It is my conviction that your great- 
est work, however, lies in the fu- 
ture.” 

Eric W. Swift, of Chicago, pre- 
sented the report of the Better Copy 
Committee, and announced plans 
for the 1931 contest. The commit- 
tee is considering the inauguration 
of a direct mail contest to supple- 
ment the newspaper competition. 


Gets Soda Account 


The Country Club Soda Co., 
Springfield, Mass., has placed its 
account with the Wilson H. Lee Co., 
New Haven, Conn. New England 
newspapers will be used. 

Douglas Milne has joined the Lee 
agency as account executive. 


Joins Lima Agency 
Francis C. Miller has joined the 
William J. Grover Co., Lima, O., 
coming from Lynch & Wilson, Ko- 
komo, Ind. He will serve in the 
industrial division. 


Subscribers 
Must Absorb 
Canadian Duty 


New York, Oct. 23—In view of 
the possibility that the Canadian 
Government will place a duty on 
United States magazines entering 
that country, the National Publish- 
ers Association suggests that its 
members warn Canadian subscrib- 
ers that such a duty will be passed 
on 


This can be done by reducing the 
unexpired portion of the subscrip- 
tion according to the size of the tax, 
George C. Lucas, executive secre- 
tary of the N. P. A., pointed out in 
a bulletin to members. 

“There is now a Canadian duty 
on fiction publications of 25 per 
cent of the invoice value plus a 
sales tax,’”’ Mr. Lucas said. 

“It is not known whether any 
change will be made in this provi- 
sion, but it is understood that the 
new duty, if levied, will be placed 
against the publications not now 
classed as fiction. It would un- 
doubtedly include all other publica- 
tions.” 

Mr. Lucas said that the Canadian 


Movie Manufacturers 
To Use Television 


Los Angeles, Cal., Oct. 23— 
Several movie concerns have 
completed plans for a hook-up 
with television in the near 
future. So-called “trailers” 
will be used in what will prob- 
ably be the first commercial 
advertising via television. 


Relations Committee of the associa- 
tion is conducting a survey to ascer- 
tain the number of copies of all 
United States publications entering 
Canada. 


Morriss with Landis 


P. G. B. Morriss has joined the 
Reed G. Landis Company, Chicago 
agency. He has been special coun- 
sel for the Cunard Steamship Com- 
pany, for which he organized the 
machinery for handling trans-At- 
lantic conventions. : 


Free Want Ads 


The Chicago Daily News is ac- 
cepting “help wanted” classified 
free for two weeks as its contribu- 
tion to prosperity. 


Vicksburg to Advertise 


The Chamber of Commerce of 
Vicksburg, Miss., has appointed the 
Bott Advertising Agency, Little 
Rock, Ark., to handle its advertis- 
ing. 

The campaign is based on a three 
to five-year program. Newspapers, 
farm papers, radio and direct mail 
will be used. 


Seaman, Bryant Part 


After serving the Bryant Paper 
Co., Kalamazoo, Mich., for 32 years, 
the Seaman Paper Co., Chicago, has 
severed its connection. The change 
is due to Seaman’s new policy, 
under which it will sell only to job- 
bers and mill-tonnage consumers. 


Gould Heads “Record” 


Frank Gould has been named 
president and editor of Manufactur- 
ers Record, Baltimore. He succeeds 
the late R. H. Edmonds. 

Mr. Gould has been with the 
paper for 40 years. 


Scripps Case Settled 


The Supreme Court of the United 
States has declined to review the 
case involving the disposition of the 
six million dollar estate of the late 
— W. Scripps, newspaper pub- 
isher. 


No. 33 of a Series 


What Might Have Happened 


ust when we had satisfied ourselves 
that the ordinary historical article 
was as dead as Attila the Hun, along 


come these three “IF” articles and blow 


us four ways from the middle. 
They are ‘‘If Booth Had Missed 
Lincoln” by Milton Waldman; “If Lee 


Had NOT won the Battle of Gettysburg” 


by Winston Churchill, the famous English 
statesman and historian; and ‘‘If 
Napoleon had escaped to America” by 


H. A. L. Fisher. 


“If Booth Had Missed Lincoln” appears 
in the November Scribner's. By assuming 


that Lincoln was NOT killed that night 
in Ford’s Theatre, Mr. Waldman opens 
up the most fascinating train of conjec- 
ture you ever heard of. The old historic 
figures come down off the shelf, shake 
the dust off their shoulders and walk 
right down the street before you. They 
eat and talk and sleep—live human 


figures once more. 


What would Lincoln have done if he 
hadlived to face the Reconstructien prob- 


may shock you— his strength, his weak- 
ness, his triumphs, his mistakes, and— 
most dramatic of all —his titanic conflict — 
with Stanton and Stevens. 

You don’t have to be posted on history 
to enjoy this article. Even if all you know 
of Lincoln is that he did a pretty poor 
job of paving his Highway through Penn- 


sylvania, you'll like it. Mr. Waldman has 


lems that led to the impeachment of 


Andrew Johnson? Mr. Waldman reveals 
the character of Lincoln in a way which 


done a fine job and he has packed a 
thrilling story in short space. 


NOVEMBER 


CRIBNER’S 


“SCRIBNER’S MAGAZINE TODAY IS FAR AND AWAY THE BEST OF THE MONTHLIES. FOR IT IS THE 
MOST ROUNDED, THE MOST UP-TO-DATE, AND THE MOST SATISFYING.”— BOSTON TRANSCRIPT. 
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Commodity Prices and Advertising 
Rates 


One of the subjects to be discussed 
by the Association of National Ad- 
vertisers at its meeting in Washing- 
ton next month is advertising rates, 
especially magazine rates. The sug- 
gestion presented on the program is 
that since commodity prices are low- 
er, advertising rates perhaps should 
follow the same trend. 

This question is raised so fre- 
quently by individual advertisers 
that it is worth while to discuss it, 
and the comments developed at the 
A. N. A. meeting should be inter- 
esting. 

It is worth noting that advertis- 
ing, as a commodity, cannot be com- 
pared directly with such staples as 
steel, textiles and food products. In 
the first place, it is technically a by- 
product. The producer has certain 
fixed expenses which he would con- 
tinue to have whether the advertiser 
patronized him or not. These would 
be reduced in some measure with the 
reduction of advertising volume, but 
the major expense would be con- 
tinued. 

The situation of a purveyer of 
advertising space is more like that 
of a public utility than a commodity 
manufacturer. The public utility 
fixes rates based on the investment 
which it has in facilities for serving 
the maximum needs of its commu- 
nity. It must be prepared for the 


peak load, and standing ready to 
serve costs it a good deal. The elec- 
tric light company would have to 
keep its equipment going even if not 
a single motor were run nor a single 
electric light turned on. 


Most of the expenses of the pub- 
lisher turn up in the form of pay- 
rolls, so that he buys commodities 
indirectly, in most cases. Paper 
prices are down, but labor is not. 
The cost of living, as reflected in 
railroad rates, hotel charges, restau- 
rant prices, ete., has not changed 
materially. 


In the mechanical end of the busi- 
ness, The Editor & Publisher re- 
cently called attention to the fact 
that newspapers had to keep prac- 
tically the same number of men at 
work in their composing‘rooms in 
1930 as in 1929, because the average 
output per man has been decreased 
in order to insure maximum employ- 
ment for union members. The unit 
cost of composition has obviously 
advanced materially. 


In difficult times it is more expen- 
sive to get and hold circulation than 
in bumper times. Perhaps the adver- 
tiser who demands constantly in- 
creased circulation, really has the 
answer to advertising rates. He gets 
what he demands, and of course he 
has to pay for it. 


> 


The High Cost of Salesmanship 


A new “Laments for the Living” 
might be written by an advertising 
Dorothy Parker, if she could satir- 
ize some of the expensive methods 
which are being used these days in 
the sale of advertising space and 
service. Salesmanship is the one 
business function which apparently 
can write its own ticket, but its very 
dominance in the advertising busi- 
ness leads to its use in causes which 
may not be hopeless, but which do 
represent expense which is out of 
proportion to normal results. 


The typical attitude of large ad- 
vertisers today is one of discontent. 
Many, if not most of them believe 
that they are not getting quite so 
large a money’s worth as they for- 
merly obtained. They appreciate 
the fact that competitive conditions 
are more severe, that the volume of 
advertising is large and _ hence 
greater demands are made upon the 
attention- and interest-getting 
ability of each advertisement, and 
they know that consumer resistance 
to advertising has been built up in 
certain cases by repetition of exag- 
gerated claims and extreme methods 
of presentation. 


They also realize, however, that 


one of the elements in the advertis- 


ing situation is the cost of selling 
space and service, and they are 
somewhat restive under the convic- 
tion that some of the excessive costs 


are finding their way into the bills 
which they are asked to pay. They 
are beginning to wonder if better 
selling methods would not mean 
greater economies to the advertiser 
as well as to the purveyor of space 
or service. 

From that standpoint, it might 
be well for publishers, agencies and 
others with something to sell to na- 
tional advertisers to avoid the ap- 
pearance of excessive costs in their 
solicitations and presentations. The 
agencies have been rather notorious 
in this direction, spending so much 
on the presentation of what often 
turns out to be indifferent and un- 
convincing material as to suggest 
that there may be inordinate profits 
in some branches of the agency field. 

Publishers are sometimes found 
to have spent a lot of time and 
effort and money, directly and indi- 
rectly, on the solieitation of busi- 
ness which did not belong in their 
mediums, and which could not pos- 
sibly have paid out if they had been 
successful in obtaining it. Better 
understanding of the limitations and 
characteristics of the manufacturer’s 
products and markets would make 
this kind of expenditure unneces- 
sary. 

Advertisers do not need to be sold 
on the fundamental importance and 
value of advertising, but they could 
easily stand a few demonstrations 
of better methods of selling it. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


58. A Bibliography on Color. 

A booklet available through “The 
Big Four” Color Committee, New 
York, containing a resume of the 
advantages of using color in adver- 
tising, reports of tests of the relative 
pulling power of color and black and 
white, and a bibliography of maga- 
zine articles, pamphlets and books 
on color in advertising. 


174. Distribution 
Towns of 
Daily.” 

A circulation survey by Women’s 
Wear Daily. New York, showing 
where readers are located, the num- 
ber in each city and town, the pop- 
ulation of each place reached, which 
are county seats, how thoroughly 
towns over 5,000 are covered, and 
total circulation by states.”. 


47. The New Era in Food Distribu- 
tion. 

A pamphlet published by the Food 
Trades Publishing Company, Chi- 
cago, which contains the addresses 
of prominent food marketers and in- 
vestigations dealing with sales pro- 
motion methods applicable to food- 
stuffs. 


and 
Wear 


by Cities 
“Women’s 


175. Route Book of Retail Trade in 
Polish Territory of Chicago. 

A 200-page book published by the 
Alliance Daily Zgoda, Chicago. It 
lists in route sequence all retailers in 
the Polish districts of Chicago, clas- 
sified by kind of business, and in- 
cludes an alphabetical list of leading 
dealers in the principal retail lines. 


i70. Market Facts About The Spo- 
kane Country. 

A 38-page booklet published by 
Cowles Publications, Spokane, tell- 
ing how and where consumers in 
Washington, Oregon, Idaho and 
western Montana spend over $2,000,- 
000,000 annually. Market data on the 
Spokane Country, suggested as the 
logical tryout for the Pacific North- 
west, is presented in detail. 


171. Sifting Out the Hermits. 

A posterette issued by The Par- 
ents’ Magazine, New York, which 
discusses the pulling power of an 
imaginary “Hermits’ Gazette,” and 
directs suspicion to the unknown 
number of near-hermits among mag- 
azine readers. 


172. Know Your Market. 

This little booklet, prepared by 
the Newark Evening News, is dedi- 
cated to the advertising man who 
wants to know which people and how 
many read his message, and what 
their inclination and ability may be 
to buy the product advertised. 


173. Iowa Grocery Jobbing Terri- 
tories, 1930. 

This is an unusually interesting 
graphic presentation of the opera- 
tions of 24 wholesale food distribu- 
tors, showing the counties in Iowa in 
which they are active. Should be 
helpful to any sales or advertising 
executive interested in food distri- 
bution. Issued by Des Moines Reg- 
ister and Tribune. 


166. Radio Distribution Survey of 
the Philadelphia Market. 

A booklet giving a brief review of 
economic Philadelphia and a com- 
parison of this market for radio with 
that of the United States. Included 
with the report are results of per- 
sonal field work indicating that sales 
of radio follow education as well as 
higher income, ete. Issued by the 
Public Ledger, Philadelphia. 


84. This Man the Architect. 

This little booklet tells what is 
going on back of the impassive 
countenance of the architect, the 
big factor in the sale of many mil- 
lion dollars’ worth of building mate- 
rials. Published by Charles Scrib- 
ner’s Sons, New York. 


ONLY A SALESMAN 


—The New Yorker 


“Me no speaka da English” 


Voice of the Advertiser 


Triples Inquiries 
When It Discards 


Mother Love Theme 

To the Editor: Who wrote that 
head on Page 1 of the October 11 
issue of ADVERTISING AGE? 

The significance of that headline 
and the news in the story beneath 
proves the fallacy of giving the 
public what it wants. 

It proves that to be successful, 
advertising must catch the public 
off guard and stampede it. 

For some 40 years the mother- 
love and babe-in-arms theme has 
been a treasure in the ink pots of 
our trade. Now there appears a dar- 
ing advertiser who says: ‘Money, 
not mother, occupies the shrine be- 
fore which the public bows its 
head.” And it works. 

It is just such stories that prompt 
many of us to get a couple of more 
fellows to shoot you the price of a 
year’s contact. 

Louis G. DEARMAND 
Davenport, Iowa 
* * 


Re-Joyce 

To the Editor: At the foot of 
the “Rough Proofs” column of the 
October 4 issue of ADVERTISING AGE, 
you refer to James Joycian copy 
used by some perfume advertisers. 

I’m quite a student of Joyce— 
Lord knows, he needs studying— 
and nothing would give me greater 
pleasure than pitting my poor wits 
against some of this hot-shot per- 
fume copy. 

Won’t you please tell me where 
it may be read? I faithfully prom- 
ise to tell you what I think it 
means, if what I’ve gone through 
with Joyce is going to be of any 
help. 

So I repeat: please put me next 
to this copy and let me re-Joyce. 

WALTER B. NEUBERG 


Larchmont, N. Y. 
* * * 


A Jobber’s Views 


of Good Distribution 

To the Editor: Anent the discus- 

sion as to the value of 100 per cent 

distribution: We are distributors 

of Majestic products, including both 
the radio and refrigerator. 

Both of these products require 


outside salesmanship to a much 
larger extent now than during the 
boom days of 1928. This selling is 
not accomplished by the large retail 
outlets such as department stores, 
but requires the concentrated ef- 
fort of a progressive sales force. 
Our aim is toward exclusive deal- 
ers, well trained in the sale of our 
product, and of such a restricted 
number as to enable them to make 
a good profit. With both summer 
and winter lines, we have restricted 
the sale of our products to the 
smallest number of outlets compat- 
ible with the desired volume of 


business. 
MAX GEISLER 


Adv. Mgr., Harry Alter Co., 
Chicago 
* * * 
Concentrating 

To the Editor: The discussion of 
the value of dealers crystallizes a 
situation which confronts every na- 
tional distributor. Our present pol- 
icy is based on the proposition that 
the greater percentage of the total 
retail business is done by a small 
number of large stores. 

Accordingly, we are directing our 
efforts in that direction, reducing 
the time and effort expended on 
smaller institutions. We are de- 
pending upon business, paper adver- 
tising and broadsides to corral the 
smaller dealers. 

The effectiveness of these me- 
diums, however, is somewhat de- 
pendent on the success of the work 
of the larger organizations. Suc- 
cess with the big fellows does leak 
out. It travels like good or bad 
news and the two together bring in 
the smaller merchant to some ex- 


tent. 
wi B. F. SPRINGER 


Secty., Playskool Institute, 


Milwaukee 
* ~ * 


Each Case Different 
To the Editor: The bulk of our 
business is done through public 
utilities and at present our prob- 
lem is not eliminating outlets but 
securing more. 
We think each case ought to be 
decided on its merits. 
A. W. JONES 
Adv. Mgr., Standard Gas 
Equipment Corp., New York 


i. a 7 


— At LO © 


ene eee eG tee ee Ser SE | ian eee ae ated ore nie tae Soe ead rece Oe eer Gmeate OAS ete ae ee OR mena e Wee ee ey amet RR ae ae gee See ea Ns ge (i a Rea Se MES. ia sea 8 
i of eh se Mess 8) om Oe es ee peti os ce : : coe : ee ae Pe f : a4 ee des i Senne: 4 a oo = 7 ce = eae a cok ea ao % hae: a 
eS ORR aR MRS OR oo AIRE <i ela ll) igs Se OE RR NR aaa. sete Ge 
fs — ; —_ 
sae Neer rr errr eee ————————————————————————————————ee ‘d 
a, i 
, NEWYORK JOURNAL. °° A 
is a Re 8 ° ‘ 4 aS ag on oe | m 
ee eee eal Laat PROPOR A iY Zeal! ra i| A 
iis A SE SRE RRO BT - OAR Best aos M4) x He A 
| Rat ec LSA Ne Ao 
__EEr—ra_ PARLE ie? oo ee 
ae lereun the. ie ’ Y, 4a. Cc 
2 c jausb’ & Py mr © i it 4 <s Pins >. a | , 
= cn : LANE ATG -- Sev? Seay yd (Gsmapoita | | n 
psa Un > ee \, 20S 
ee Pe 2 ie KR ® & > (4 iW 
atk 4 t <. ‘ > 9 4 4 } 
= | \ . % ~ i N . Ld i | 
Ft : | a 
. eee | ~ a nd 
Kore? a | “eran a ’ 
SecinaneN a _ ne . sity 2 ee) tout . ’ a | oa 
Mix AS a a yy 
s eet ~~ # 
f y ie A, , 
* i . di ‘ y = ~ 4 . 
ee MOA .~ DT ings Y? . 
Eee a , ee BU 
td f a 4 J ei, 4 
eS { i ee Ee 
cae B59 Ea —_ Sand 
> A === 
. —-f)) Sh SS bre a — 
—oOoOoOorSaQw$ck! — ~—n —— ‘ «4 , ' e: a ' 
eee nw SF hh aS 
Ne meat eta 2 angen t ia . Get Your 
pet at : \ Ye oes 
sees |) a a DAILY een? ye 
‘as AY: Wy ae ho ROO? Be i 
\ ti s Wa 3 g AS { : ry I - . 
ovr pe oe a ne : ; y 
; To tov ne : ‘ in agent ee zi sighs 
aa d J i ~~ 6 i} “2 aa 
} anne ” sa a ve, yy Nr See 
| a Bro . ‘ : A il -! Om ¥. A 
a / ym j ' i ete 
“Sy ! cs , fre, 
- : om ¥ i ‘ f Ary. 
— ‘ ; ms ‘. ha } & 1 ok 
aq Lae) .. «fh ~ aa ' 
y a i aetetnee sn, CPt See > pe ; 
- bb ' = + ‘ he a 
= Be sane 
noms a —— —— eee 
©, iam si ae 
em tI a Ulaidegee - 
_ 
Oh 1 RRR NE NARS TES CREAT TL NRE INTIS RERRI PR 
PF 
a 
; } 
ae 
a | | ee 
pay 
Pe yy: 
we EE 
ess vis 
| 
ee ae | 
! j | 
— i 
| 
- 
— 
ae ae —— 
| | | | 


er 


| 


October 25, 1930 


ADVERTISING AGE 


Advertise Midget Golf 


The E. H. Brown Advertising 
Agency, Chicago, is using general 
magazines for Georges Golf, Los 
Angeles, manufacturer of Georges 
Midget Indoor Golf. 


The same agency has been ap- 
pointed by the Sterling Investment 
Co., Reno, Nev., for which Western 
newspapers will be used. 


Armco Band Returns 


The Armco Band returned to the 
air October 23 for a series of weekly 
concerts over WLW, Cincinnnati. 
The American Rolling Mill Com- 
pany’s account is handled by the 
Chicago office of Batten, Barton, 
Durstine & Osborn. 


No. 16 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


ELECT an architect as you 

would select a physician 
or a lawyer. In this age of 
specialization many architects, 
though not all, confine them- 
selves rather closely to certain 
kinds of work. A man whose 
practice consists for the most 
part of banks, for example, 
may not be the one you would 
select to do a country house. 
Many architects refuse to do 
country house work, either 
large or small. Others whose 
practice consists mainly of 
ecclesiastical work may de- 
cline a commission to design 
a hospital, just as a throat 
specialist would send you else- 
where for an appendix opera- 
tion. 


We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone 
who is interested. Please en- 
close a self-addressed stamped 


envelope. 
hot daiies J 

ucbntro Iho 
; Publishers of 


ARCHITECTURE 


— the professional journal—and 


of books on architecture 
A member of the Mational Shelter Group, the 
Audit Bureau of Circulations and the Associated 
Business Papers, Ine. 


- 
prEA 
’ CHARLES SCRIBNER’S SONS 
] 
J 597 FIFTH AVE., NEW YORK J 


! Please send without charge a ¢o 
4 copy of 
| «This Man the Architect”’ } 
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HALL GIVES HINT 
ABOUT HIS BOOK 


Easton, Pa., Oct. 23—S. Roland 
Hall, one-time advertising agent, 
who is reciting some of his experi- 
ences as such in a book, “Recogni- 
tion— Ten Years of the Ups and 
Downs of An Advertising Agent,” 
is feeding national advertisers a 
few tid-bits from the volume in a 
series of post cards. 


One card is headed, “I was hired 
and fired.” Mr. Hall elucidates as 
follows: 


“Might as well be frank about it. 
I was among the A. A. A. A. men 
who admitted in the Federal Trade 
Commission proceedings that ‘we 
are employed by the publishers.’ I 
made the admission reluctantly and 
only because it seemed the strong 
position legally. For I was always 
an outspoken rebel in taking in- 
structions from publishers. I pre- 
ferred to regard myself as an ad- 
vertising agent who served the 
advertiser first of all. 


“But I then admitted that I was 
‘hired’ and I admit that I was later 
‘fired,’ from the recognition lists of 
two powerful organizations of pub- 
lishers. The only count against me 
apparently was my ‘inactivity’ in 
buying their particular kind of 
space. Nothing against my credit, 
my code of practice, my experience, 
my constructive trend. 

“I was about to incorporate, had 
enlarged my staff, arranged for 
more working capital. All to no 
purpose. I hadn’t come through 
with space orders for these two 
powerful organizations. Nothing 
else that I was doing for the cause 
of sound advertising sufficed. 


A Horrible Example 


“I am informed that I am the 
only A. A. A. A. member to date 
who was fired by the publishers only 
because of their dissatisfaction with 
business produced for them. Maybe 
somebody had to be the first—as an 
example and a warning.” 

Another advertisement for the 
forthcoming book is headed, “Now 
that you have your franchise, be 
sure that you use it.” 


“This was the language of one 
prominent publisher’s representa- 
tive when he told me that his organ- 
ization had finally concluded to 
‘recognize’ me as an advertising 
agent. 

“T resented that attitude. When 
this autocratic publisher annulled 
his contract with me apparently for 
no reason other than dissatisfaction 
with the business I had sent him, 
and offered to let me resume when 
I had one regular account in his 
columns, I spurned that suggestion. 


“T believed, and still believe, that 
it is against the interests of adver- 
tisers for a number of publishing 
groups to base recognition partly at 
least on the delivery of space-orders 
to their own particular group. 


“This means that the agent must 
first gain several ‘franchises’ by the 
delivery of business and must be on 
his guard to deliver business con- 
sistently to each group or he will 
be debarred from full agency prac- 
tice.” 


Assist in Course 


Members of the Advertising Club 
of Indianapolis will assist Frank R. 
Elliott, instructor of a class in pub- 
licity methods of Indiana University 
extension division, giving special lec- 
tures covering various phases of ad- 
vertising and publicity. 

Lester C. Nagley, secretary-mana- 
ger of the. Advertising Club of In- 
dianapolis, recently gave on address 
on “The Advertising Profession” as 
the introductory lecture of the 
course. 

Other Indianapolis advertising 
men who will lecture during the 


I} course are O. T. Roberts, publish- 


er’s representative, and former ad- 
vertising manager of the Indian- 
apolis Times; R. E. Melcher, Gen- 
eral Outdoor Advertising Company; 
Ernest Cohn, vice-president of the 
Homer McKee Company; and Max- 
well Droke, president of the Busi- 


]' ness Letter Institute. 


WHAT JOBBERS PUSH 


SMALL MOTOR - 


CE 35% ere 
GE 30% = ELECTRIC TRAINs 


30% WASHING MACHINES 


MS 22% Tai & FLOOR LAMP 
Ga 6% ELECTRICAL Toys 
6.7% © christmas tree OuTFiTe 


Mi a7% ELECTRIC RANGES 
MERCHANDISE LINES WHOLESALERS WILL 
PUSH FOR THE COMING HOLIDAY TRADE 
|( Figures Represee %.ct Wholesalers WhoReport They Wit Ru That Item) 


—The Jobber’s Salesman. 


McSweeny with Agency 

E. F. MeSweeny, Jr., has joined 
the Blaker Advertising Agency, New 
York, following his resignation from 
Delineator. 

R. E. Hackenger and Everett 
Davis have been transferred to 
headquarters, following the discon- 
tinuance of the Chicago branch. 


Phelps’ New Work 
R. A. Phelps has become has be- 
come advertising manager of the 
Clinton Carpet Co., Chicago. He 
was formerly assistant advertising 
manager of the Albert Pick-Barth 
Company. 


Spur Bow Tie, 


Nine Years Old, 
Has a Brother ; 


Boston, Mass., Oct. 23—Rounding 
out their line with a new ready-tied 
four-in-hand, Hewes & Potter, 
originator of the Spur bow tie, are 
launching an intensive campaign 
on the new product via 23 New 
England newspapers. The space 
used runs from 200 lines to full 
pages. 

Richardson, Alley & Richards, 
with Hal R. McNamee as account 
executive, are handling this test 
campaign. Hewes & Potter are 
launching their new product as a 
companion to the Spur bow, already 
well known. 


The four-in-hand is brought out 
with the inspiration and guidance 
of James A. Hewes and Frank W. 
Potter, who are celebrating their 
4ist year of partnership. John L. 
Brummett, vice-president and gen- 
eral manager, and L. M. Hannum, 
sales manager, are directing the 
new campaign. 

A national campaign on the Spur 
bow, manufactured by the same 
company, is under way, with color 
pages in The Saturday Evening 


Post, backed by trade paper adver- 
tising in the leading men’s wear 
publications, direct-mail material 
and window displays. The Spur 
bow, now in its ninth year, has been 
a tremendous success. 


RUPERT Af] THOMAS 


Educate the ultimate 
Consumer 


By all means but don’t overlook 
the architect if your product is 
in the building Reid. 

Leave your consumer campaign 
alone if it is 100%, but scruti- 
nize carefully your architectural 
advertising. 

Estimate the importance of the 
architects’ approval and balance 
against that the money you are 
investing to convince him of the 
merits of your product. Ten to 
one you will agree that, in pro- 
portion, the architect is being 
slighted. 


We have facts that may interest 
you. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specielizing in build- 
ing materials and equipment 
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IMPRESSIVE 


/ 
f 


penne 


NESS IS VITAL . 


NVELOPES ARE 


YOU IN YOUR PROSPECTS EYES 


First impression always has been and al- 
ways will be a decisive factor in selling 
. « « @ good impression influences and 
predisposes prospects and customers in 
your favor . . . a bad impression builds 


up a barrier of resistance. 


In mail presentation, either with letters 
or sales literature, impressiveness is the 
first step in prestige-building. Good 
envelopes of sturdy stock with attractive 
display copy in color exert an insidious 


and extremely 


favorable influence. Your 


prospect “sizes you up” by the character 
of your mail matter . . . first, the character 
of your envelopes; second, the condition 
of their contents. 


Thinking advertisers insure the recep- 


low cost. 


tion accorded their mail matter by 
using only good envelopes —and no 
other insurance in all the world, results 
considered, can be purchased at such 


ENVELOPES 


are just Good business 


ENVELOPE MANUFACTURERS ASSOCIATION OF AMERICA .. . 19 WEST FORTY-FOURTH STREET, NEW YORK CITY, NEW YORK 


TRY THIS! take your colored pencils and rough 
in some color in the above envelope design. 
See how effectively you can make your 
envelopes a dominating advertising medium. 
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Juniors Elect 

Charles A. Horn has been elected 
president of the Junior Advertising 
Club of St. Louis, other officers 
being: : 

Wm. F. Windhorst, 1st vice-presi- 
dent; Rudolph V. Gerber, 2nd vice- 
president; Wm. O. Dempsey, 3rd 
vice-president; Milton Jungbluth, 
seretary; Abner E. Rosenblatt, treas- 
urer. 


Enters Radio Field 


C. A. Nordberg has resigned as 
manager of the Trade Periodical 
Co., Chicago publishers, to join Na- 
tional Radio Advertising, Inc., So- 
A-Tone electrical transcriptions, 
Chicago. 

Mr. Nordberg was formerly pub- 
lisher of Petroleum Age and vice- 
president of the B. P. N. Publish- 
ing Co. 


Agency for Can Sealer 

The Burpee Can Sealer Co., Chi- 
cago, manufacturer of home can 
sealers and steam pressure cookers, 
is advertising in farm papers and 
direct mail through Hurja, Chase & 
Hooker, Chicago agency. 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising e st in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the 


are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high efficiency and econom 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete sales service—directory, 
daily information bulletin and list- 
ing of your literature. 

Let_ us help you get your share of 

hund million dollars 


one spent 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P, 
537 S. Dearborn Street 
Chicago, Ill. 


APPLIANCES TO 
BE DISPLAYED 
AT RADIO SHOW 


New Plans Announced At 
Chicago Affair 


Men predominated in the crowds 
which flocked to the ninth annual 
Radio Show in Chicago this week. 
Women should be more in evidence 
hereafter, however, as this will be 
the last Radio Show to be known 
by that name. In the future, house- 
hold appliances of all kinds will be 
shown along with radio sets and 
equipment, and the event will be 
called the Radio and Household Ap- 
pliance Show. 


The change of policy was caused 
by the fact that several radio manu- 
facturers also build refrigerators 
and wished to show their complete 
lines. The objection of participants 
who manufacture radio items exclu- 
sively was overcome. 


The new set-up was not decided 
upon in time to secure the repre- 
sentation of many non-radio lines, 
but R. M. Nolte, Chicago general 
agent of the Singer Sewing Machine 
Company, one of the exhibitors, pre- 
dicted that this show and others 
conducted under similar conditions 
would prove more and more valu- 
able in big cities as a form of sales 
promotion for high-cost specialties. 


Cold Turkey Tougher 

Mr. Nolte said that the growth 
of apartment houses has made it 
very difficult to find prospects by 
canvassing, and that his company 
has found trade shows of all kinds 
an excellent substitute. 

Radio sets on display indicated 
the progress of two forms of com- 
petition—one for smaller and better 
sets and the other for trickier 


TYPOGRAPHERS WHO PROVE IT WITH PROOFS 


Here, quality in typography is not 


something that, for a whim or a lack- 


adaisical compromise, may be cast 


aside like a worn-out glove, to quote 


the thud-and-blunder melodrama of 


the Nineties. We aim to be one of 


the Cornelians who believe in the 


supreme sway of style. Everything 


we do we like to do with a touch, 


a finish, a 


manner that make even 


the six-inch set-up stand out among 


its Fellows in the sprawl of space. 


LEE & PHILLIPS, INC. 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE CO., Inc. 


@ FREDERIC NELSON PHILLIPS, Inc. 


GRAPHIC TYPESETTING CORP. CAXTON TYPOGRAPHERS, Inc. 
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gadgets. A great many in the first 
division have reached an impasse 
together with a set about as large 
as a good-sized mantel clock. A 
novelty in the other division is a 
full-sized set that tunes in a choice 
of eight stations at any time the 
user may elect in advance. 


The Capehart Corporation, Fort 
Wayne, Ind., exhibited a combina- 
tion of a radio receiver, phonograph 
and public address system, described 
as the Capehart Amplifier. It ampli- 
fies radio programs, phonograph 
music, or any sound impressions 
made on its own microphone through 
as many as 150 speakers. 


It believes this product will come 
into wide use in amusement parks, 
camps, auditoriums, airports, dance 
halls, factories, schools, gymna- 
siums, hospitals, steamships, tourist 
camps, and other institutions and 
meeting places. The Washington 
American League Baseball Club has 
one of the first ball park installa- 
tions. It contributes to the enjoy- 
ment of the game by apprising 
spectators of umpires’ decisions and 
changes in line-up. 


Mass Education 


The manufacturers believe the 
possibilities are particularly inter- 
esting in schools and factories. A 
lecture can be delivered to any num- 
ber of students, and in the case of 
factories where noise does not pre- 
vent, it can be used for entertain- 
ing and instructing the workers. 

The Majestic refrigerator, one of 
several exhibited, reveals pre-natal 
influences in a device for tuning in 
the degree of cold desired. This in- 
novation resembles the tuning con- 
trol of a radio set. It sells for $195 
and up, and advertising will begin 
in December issues of women’s 
magazines and newspapers. 

Other features of the Radio Show 
included a daily demonstration of 
broadcasting and talking pictures 
by the National Broadcasting Com- 
pany, several applications of the 
photo-electric cell and grid glow 
tube hook-up with which automo- 
biles, machinery and various devices 
can be operated with the voice or a 
ray of light, a talking marathon 
and the Grigsby-Grunow Electro- 
surgical Unit, known as the radio 
knife. 


Men contestants outnumbered the 
women in the talking marathon. 
Participants were required to talk 
continuously 45 minutes out of every 
hour from the start of the show on 
Monday until the contest is decided. 
The winner will receive $100 in 
cash and the attention of broadcast- 
ing studio managers. 


By-Product of Radio 


The Grigsby-Grunow radio knife 
was not exhibited with the idea of 
selling the ultimate consumer on 
competitive surgical technique, but 
was displayed as a by-product of 
radio research. The knife is heated 
by short radio waves while in use, 
cauterizing its own incision. 


Arthur Stringer, news director, 
said that much of the confidence of 
radio manufacturers in good busi- 
ness for the ensuing year is based 
on the constantly improving quality 
of programs offered by advertisers. 

“A maximum of artistic enter- 
tainment at a minimum of cost to 
the listener —that is the motto of 
radio,” said Mr. Stringer. 


“It is estimated that more than 
$50,000,000 will be spent for radio 
entertainment during the present 
year. The finest operas, the most 
talented musicians, dance bands fa- 
mous the world over, thrilling 
dramas, produced with infinite care 
and at great expense, will be heard 
by millions in every corner of the 
land. 

A musicians’ strike left the radio 
show without music for 24 hours. 


“Notes” Names Kimball 


The Canonsburg (Pa.) Notes has 
appointed Fred Kimball, Inc., na- 
tional advertising representatives, 
effective November 1. 


Adds Sunday Edition 


The Norwich (Conn.) Bulletin & 
Record has discontinued its Satur- 
day evening edition and added a 
Sunday edition, 


“TWO BIRDS” 


In announcing the addition of 
O. V. Johnson to its organization, 
the Dana Jones Co., of Los Angeles, 
subtly suggested the quality of its 
work by this unusual drawing. The 
artist was Victor Mall. 


Collapsible 
Tube Losing 
Popularity 


Washington, D. C., Oct. 23—One 
of the most interesting facts dis- 
closed by the 1929 census figures, 
now being released, is that adver- 
tisers are turning away from the 
collapsible tube of other days to more 
attractive containers. 

The value of collapsible tubes 
manufactured in 1929 was $7,505,- 
891, as compared with $9,235,230 in 
1927, the previous census year. 

The higher production of the com- 
mon variety of broom indicates that 
the American housewife is still en- 
gaging in household work. The Bu- 
reau of the Census reports that 37 
million brooms were produced in 
1929—one for every woman in the 
United States, with some left over. 

The Bureau also believes that the 
United States continues to be an 
alarm clock nation, though 1929 pro- 
duction declined to some extent. Pro- 
duction of alarm clocks was about 
three times that of any other type. 

Another feature of the situation 
was the growth in production of elec- 
tric clocks, five times as many being 
produced in 1929 as in 1927. The 
average value of electric automobile 
clocks was $4.50 and that of other 
types, $12. 


Index to Books on 
Advertising, Sales 


So numerous have become books 
on advertising and related subjects 
that the National Association of 
Teachers of Marketing and Adver- 
tising, New York, has issued an 
index, compiled by Hugh E. Agnew 
and Florence H. M. Anderson. 

Where the information was avail- 
able, the author, title, price, date of 
publication and publisher have been 
given. 

The present plan is to issue a 
printed sheet of new books each 
year. Space has been allowed so 
that additions can be pasted under 
the proper headings. 

The index sells for $1. 


A. G. A. Re-elects 


Four directors were re-elected by 
the Agricultural Publishers Asso- 
ciation at its meeting in Chicago 
this week. 

They are H. C. McKelvie, busi- 
ness manager, The Nebraska 
Farmer, Lincoln; W. G. Campbell, 
publisher, The Indiana Farmer’s 
Guide, Huntington; B. Morgan 
Shepherd, Southern Planter, Rich- 
mond, Va.; and W. A. Priest, na- 
tional advertising manager, New 
— Homestead, Springfield, 

ass. 


Lucky Thirteen 

The Advertising Club of Los An- 
geles has admitted 13 members to 
the fold. 

They are Morton Castor, E. J. 
Curtin, Robert Fulton, Arthur Gee, 
W. H. Hodson, Ralph G. Lindstrom, 
Edwin J. Salyer, Robert H. Svens- 
son, Otto A. Steller, George W. 
Tuttle, C. C. Veneman, C. H. Wil- 
liams and Joseph D. Mitchelson. 


Reduce Cost by 
Co-operative 


Sales Method 


New York, Oct. 26—Emphasizing 
the trend toward reducing distribu- 
tion costs by co-operative selling, 
two such arrangements were com- 
pleted this week. The Frigidaire 
Corporation, Dayton, O., has entered 
into an alliance with the General 
Motors Radio Corporation, while a 
somewhat similar plan has _ been 
adopted by General Foods Corpora- 
tion and Durkee Famous Foods, 
Inc., of Elmhurst, N. Y. 

E. G. Biechler, president of the 
Frigidaire Corporation, and R. J. 
Emmert, president of General Mo- 
tors Radio Corporation, issued the 
following statement: 

“Frigidaire Corporation and Gen- 
eral Motors Radio Corporation have 
formed an alliance which makes it 
possible in many instances for the 
General Motors radio and electric 
refrigerator to be sold by the same 
dealer. 

“This does not mean that all Gen- 
eral Motors radio dealers will at 
this time have an opportunity to 
sell Frigidaire, nor does it mean 
that all Frigidaire dealers will be 
permitted to sell General Motors 
radio. The plan, however, does 
contemplate the same dealers re- 
ceiving franchises for both com- 
modities where such an arrange- 
ment can be made, consistent with 
the policies of both organizations. 


Adds to Lines 

“This is a subject that has been 
raised many times during the past 
two or three months by dealers in 
both organizations and we are con- 
fident that the men who have been 
interested in an addition to their 
present line of products will be 
much pleased with the progress that 
has been made. 

“This arrangement will be of tre- 
mendous value to both dealer organ- 
izations, out of which will come in 
the future a much stronger mer- 
chandising organization, insuring 
increased dealer profits, more sta- 
bilized employment for both fac- 
tory employee and salesman, and 
improved customer service.” 

General Foods Corporation has 
concluded an arrangement to handle 
Troco nut margarine, a product of 
Durkee Famous Foods, in the wagon 
distributing system which distrib- 
utes Hellman’s mayonnaise. Troco 
will be handled on a national scale, 
while other Durkee products will be 
distributed in restricted areas. 

General Foods will buy Troco 
margarine at the list price, less a 
certain percentage. It will then sell 
the product to retailers as any 
wagon jobber sells it. ; 


Form “Preferred 
Quality Magazines” 

With the addition of Current His- 
tory, the group of New York maga- 
zines which has sailed under the 
“Quality Three” masthead, will be- 
come the Preferred Quality Maga- 
zines. The change will become effec- 
tive with the January, 1931, issues. 

Atlantic Monthly, Harper’s Maga- 
zine and Scribner’s Magazine have 
constituted the Quality Three. 

Under the new name, the adver- 
tising pages of the four magazines 
will be offered as a unit. The maga- 
zines are edited for a _ high-class 
group of commodity purchasers re- 
garded as key buyers in as much as 
they exercise an influence on the 
purchases of others. 


Get Envelope Account 

Ball & Davidson, Denver agency, 
are now handling the advertising of 
the Rockmont Envelope Company, 
which operates plants in Denver 
and Portland, Oreg. Direct mail 
will be used. © 

The same agency is using direct 
mail and newspapers for the Rocky 
Mountain Radio Corp., Denver. 


To Market Specialty 
The Reardon Mfg. Co., Peoria, 
Ill., has appointed the Albert L. 
Lauer Co., Chicago, to handle the 
advertising of a new automotive 
specialty to be marketed through 
agents. 
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ADVERTISING 


AGE 


EXPERT SPEAKS 
FOR ORGANIZED 
SALES TALKS 


Management Association Holds 
Conference 


Pittsburgh, Pa., Oct. 23—The “or- 
ganized” sales talk was defended 
by James A. Preston, of the educa- 
tional department, Penn Mutual 
Life Insurance Company, before 
the Consumer Marketing Conference 
held here by the American Manage- 
ment Association. 

Mr. Preston defined the organized 
sales talk as “a planned presenta- 
tion of a product or service to a 
prospective buyer in such a way as 
to give that buyer all of the infor- 
mation he needs—and no more—to 
enable him to come to a favorable 
decision.” 

He said that the organized sales 
talk helps the salesman uncover his 
market and gives him a definite 
story to tell, with definite places to 
close the sale. 

Above all, it “provides terminal 
facilities for the salesman, prevents 
‘visiting’ and casual presentations 
and results in sales,” asserted Mr. 
Preston. 

Modern Requirements 

E. M. West, market adviser, told 
the conference that modern condi- 
tions demand speed, elasticity and 
certainty in distribution. 

“It is inevitable that the manu- 
facturer who cannot find wholesalers 
who can deliver these three essen- 
tial requirements will take over the 
function of the wholesaler or de- 
vise some other means of accom- 
plishing the result,” said Mr. West. 

“The best approach to the prob- 
lem is an approach through the con- 
sumer. He, at least, is indispen- 
sable and will be a continuing fac- 
tor in the business.” 

George W. Hopkins, consulting 
sales executive, told the conference 
that jobbers and retailers have 
failed to pass price reductions on 
to the consumer. This has worked 
to the disadvantage of advertised 
goods because the price of private 
brands is usually lower. 

Mr. Hopkins emphasized 
trend toward ensembles. 

“This will force the manufac- 
turer of kitchen hardware to match 
the color design of the stove, for 
instance,” he asserted. 

In concluding, he emphasized the 
fact that co-operative buying by de- 
partment stores is here to stay. 

David R. Osborne, training di- 
rector, Studebaker Corporation of 
America, said that selling has been 
defined as “transferring to some- 
one else the salesman’s convictions 
about the merits of his product. 

Sales Manager’s Task 

“The sales manager’s job, then, is 
transferring to the salesman on his 
staff his convictions as to how those 
salesmen can make more sales. Ob- 
viously, both the salesmen and the 
sales manager must have some con- 
victions worth transferring.” 

Pointing out that salesmen may 
have convictions without possessing 
the ability to transfer them, Mr. 
Osborne said that sales training en- 
ables a salesman to distinguish be- 
tween real prospects and “china 
eggs”; it provides a simple, prac- 
tical plan for analyzing the sale 
attributes of his product and for 
presenting them in terms of their 
value to his customers. 


The value of color indexes was 
stressed by Ralph Borsodi, director 
of the Fairchild Analytical Bureau. 

“During recent years,” he said, 
“staple merchandise has’ shrunk 
greatly in volume. In some lines, 
it has almost disappeared. On the 
other hand, style merchandise, 
which changes from month to 
month and season to season, has be- 
come so important that both mak- 
ers and purchasers of merchandise 
run the risk that they will be un- 
able to sell it except as distress 
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This chart, prepared by the New Era in Food Distribu- 
tion, is based on the recent survey in Louisville, Ky. 


Remington Rand 
Paper Again in 
Circulation 


Buffalo, N. Y., Oct. 23.—After an 
interruption of five years, publica- 
tion of “Remington Notes” has been 
resumed by Remington Rand Busi- 
ness Service, Inc., under the new 
name of “Rem Rand Notes.” The 
October issue has been released and 
from six to ten issues will be pub- 
lished annually. 


“This publication is designed for 
secretaries, stenographers and gen- 
eral clerical workers, as well as 
commercial students,” said C. D. 
Proctor, advertising manager of 
Remington Rand. “The magazine 
was published for ten years by the 
Remington Typewriter Company, 
but was discontinued in 1925. Al- 
though suspended five years ago, 
from 15 to 20 inquiries for it are 
still received monthly.” 


“Rem Rand Notes” for October 
comprised 20 pages and contained 
articles of interest “for young women 
who aspire to greater business re- 
sponsibilities.” The magazine is let- 
ter-size. In addition to general 
stories, a fashion section and movie 


and book reviews, the paper will 
carry informative articles on type- 
writers, systems, accounting ma- 
chines and protection of records. 

The magazine is distributed with- 
out charge to all office workers who 
are interested. 


Named Art Director 


E. E. Werner, formerly art direc- 
tor of the Charles Daniel Frey 
Company has joined the Dunham, 
Younggreen, Lesan Company, of 
Chicago, in the same capacity. 

John Tiogo is an addition to the 
agency’s copy staff. He has been 


with Beaumont & Holman, Los 
Angeles. 
The Milwaukee office has been 


augmented by Einar Lundquist, art 
director, and C. A. Kroening, copy. 


Nathan Moves 


The Edward N. Nathan Advertis- 
ing Agency, Los Angeles, has taken 
quarters in the Bendix Building. 
The agency, which has several Coast 
branches, specializes in automotive 
advertising. 


Joins Lord & Thomas 


Morris B. Ebersole has joined the 
Los Angeles office of Lord & Thomas 
and Logan. He was formerly adver- 
tising manager of the American 
Radiator Company. 


Pointing out that the turnover of 
buyers in department stores is an 
index to the inadequacy of existing 
methods, Mr. Borsodi said that more 
accurate methods of measuring and 
forecasting changing demands are 
vital. Color indexes, fabric indexes 
and silhouette indexes are essential, 
he said. 


Simpler Distribution 

Dr. Harry R. Tosdal, professor 
of marketing of Harvard Uni- 
versity, told the conference that the 
current tendency is to shorten the 
channels for distribution of con- 
sumer goods or to adopt com- 
promises which will give closer con- 
tact with the ultimate market. 

Citing the textile field as an ex- 
ample, he said that an increasing 
number of manufacturers are es- 
tablishing controlled sales organ- 
izations. 

“This may take the form of fuller 
control of selling houses by the 
mills, or the severance of long- 
standing contracts and the estab- 
lishment of new sales departments,” 
he said. 

“Among manufacturers who have 
been depending upon wholesalers 
for their contact with the consumer, 
there seems to be an _ increasing 
tendency to go direct to the retailer. 

“A third aspect of the movement 
toward more direct distribution is 
the establishment of retail outlets 
by manufacturers.” 


Get A. M. A. Approval 


Argo Corn Starch and Dromedary 
Golden Dates have been approved by 
the American Medical Association’s 
committee on foods and may use the 
A. M. A. seal in their advertising. 

The former is the product of 
the Corn Products Refining Co., 
New York, and the latter of Hills 
Brothers Co., New York. 


Handles Chain Copy 


First National Stores, operating 
2,500 grocery stores in New Eng- 
land, have appointed the Boston 
office of the Richardson, Alley & 
Richard Co., New York, to handle 
their advertising. New England 
newspapers will be used. 


Postpone Printing Meet 

The second conference of the Tech- 
nical Experts in the Printing In- 
dustry, scheduled for November 18, 
has been, postponed until next year. 
It is sponsored by the American 
Society of Mechanical Engineers. 


Typesetters Merge 
The M. & L. Typesetting & Elec- 
trotyping Company and the Western 
Composition Company, both of Chi- 
cago, have merged under the form- 
er’s name. 


Charters Transfers 
After nine years as general mana- 
ger of Robinson, Lightfoot & Co., 
m. A. Charters has become an 


merchandise.” 


PRODUCTION AND 
ENGINEERING ARTICLES 
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MIRRORS OF 
MOTORDOM 


THE BUSINESS 
TREND 


THE MARKET 
WEEK 


THESE 


FEATURES 


are 


read---and 


THIS WEEK 
IN STEEL 


so are the 


ADVERTISEMENTS 


account executive with W. H. H. 
Hull & Co.. New York aeenev, 


The results which you obtain from your 
publication advertising, depend largely upon 
how closely the publications are read. 


Notice how carefully this has been con- 
sidered in ‘STEEL’, (for forty eight years— 
lron Trade Review). Features are written by 
authorities and investigators who go into the 
field for facts. 
of information; they interpret significant facts; 
they invite study instead of casual scanning. 


Because color is used, the “Business Trend” 
is more effective. The closely read “Mirrors 


= 


Old enough to know the great 

traditions of steel . . . young 

enough to lead the industry 
in a modern age. 


Thus, all articles are brimful. 


of Motordom” is more prominent. During 
preliminary reading of “STEEL”, the bus 
executive gets all the outstanding news & 
scanning the feature “This Week in Steel’ 
“The Market Week” is more legible. 


Because these outstanding editorial page 
are intermingled with the advertising page 
you can be certain that ‘‘your advertisemei 
will be read’’—which is the important poii 
in advertising. 


We would be pleased to present these ne’ 
outstanding advertising values more in deta 
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Daily Metal Trade » The Foundry + Machine Decion - Abrasive Industry + Automotive Ahstencts » Marine Review + Power Boating 
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“Traffic Regulation” 
Appears November 1 


Hoffman Publications, Inc., New 
York, will begin publication of 
Trafic Regulations November 1. 
The magazine will reach municipal 
officials, state highway engineers 
and others who have a voice in road 
construction and traffic regulation. 


Morris to Akron 

E. T. Morris, advertising man- 
ager of the Pacific Goodrich Com- 
pany, has been transferred to 
Akron, O., to assist P. J. Kelly, ad- 
vertising manager of the B. F. 
Goodrich Company. 

Guy Gundaker becomes sales pro- 
motion manager of the coast com- 
pany. 


Johnston on Air 
The Robert A. Johnston Com- 
pany, Milwaukee, has launched a 
weekly radio program for its 
cookies. 


In Montreal Office 


Corey Thomson has become an 
account executive in the Montreal 
office of Norris-Patterson, Ltd. 


SUNDAY LOSSES 
DISCUSSED BY 
INLAND PRESS 


Few Able to Hold Sabbath 
Lineage 


“The Future of Advertising,” by 
A. M. Clapp, manager of the Clinton 
(Iowa) Herald, was one of the fea- 
tures of the meeting of the Inland 
Daily Press Association in Chicago 
this week. 

Mr. Clapp quoted one Eastern ad- 
vertising agent as follows: 

“The future of advertising in 
newspapers, which are a magnificent 


RADIO 


var cwmy7 


No.7 


Chicago 


WHO? 


A leading manufacturer of washing 
machines says, “Our house to house 
canvassers find that our radio pro- 
gram is a vital help in opening house 
doors. It is a subject of mutual inter- 
est to the housewife and affords the 
canvasser a topic of conversation, in 
which to introduce his product.” 


The complete story may be secured from 


SCOTT HOWE BOWEN, inc. 


Radio Station Representatives 
Chrysler Building, New York 
Philadelphia 


Detroit Boston Dallas 


will keep you 


significant developments in all 
branches of advertising. 
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é Advertising Age, 
537 S. Dearborn St., 
Chicago 
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enclose $1 (check, currency, or money order.) 


1% of Payroll 


Goes to Charity 
Employes of the C. H. Touz- 
alin Advertising Agency, Chi- 
cago, have agreed to donate 1 
per cent of their salaries to 
charity for the next five 
months. The agency will de- 
duct the amount monthly and 
write a check for $100 to the 
order of a charitable organiza- 
tion. 


medium, lies for the most part with 
the publishers. 

“In our judgment newspaper pub- 
lishers should put their houses in 
order and correct evils that are un- 
fair to their advertising patrons. 

“We refer to the destructive sell- 
ing of one newspaper against its 
contemporary solely to get an imme- 
diate order for advertising; forced 
combinations, which raise the cost 
of newspaper advertising beyond 
reason for certain types of mer- 
chandise; the basic unfairness of 
the differential between the retail 
and national advertising; the glar- 
ing unfairnesses produced by its 
inequitable application, and failure 
of newspaper publishers to realize 
that subscribers buy the newspaper 
quite as much for its advertising as 
for its news, which leads them to 
treat the advertising as a step-child.” 


Take Own Prescription 

“Those queried,” continued Mr. 
Clapp, “were agreed that news- 
papers will advance their cause as 
an effective influence in selling only 
if they prepare to meet competition. 
Newspaper publishers must learn to 
believe what they preach. They im- 
plore the manufacturer and retailer 
to advertise their wares, yet the 
publishers themselves are lax in ad- 
vertising their merchandise either in 
newspapers or advertising publica- 
tions.” 

Mr. Clapp said that experts are 
not agreed as to the future of color 
in newspaper advertising, but be- 
lieve that a better grade of news- 
print, as well as mechanical im- 
provements is necessary. 

He concluded with the suggestion 
that newspapers must study distri- 
bution from the national viewpoint. 

W. F. Dagon, advertising director 
of the Illinois State Journal, Spring- 
field, discussed the loss of lineage in 
Sunday newspapers. 

Of 120 papers queried by Mr. 
Dagon, only 9 reported holding their 
own in Sunday local advertising, 4 
making increases. All other papers 
reported losses in local, national and 
classified, the largest losses being on 
the Pacific Coast. 


Developments in Year 

Mr. Dagon also reported on a sur- 
vey made by the New Orleans Times- 
Picayune, which checked lineage fig- 
ures of 28 newspapers for June, 
1930, against June, 1929. The result: 
14 showed a loss in local, national 
and classified; 7 reported a gain in 
local daily advertising; 5 reported 
a gain in daily national advertising; 
2 reported a gain in classified daily 
advertising; 1 reported a gain in 
local Sunday advertising. 

None gained in national Sunday 
advertising and only 1 showed a gain 
in Sunday classified; 17 showed a 
loss in automobile lineage, while 2 
gained. 

Fred Schilpin, of the St. Cloud 
(Minn.) Daily Times discussed rates. 

“TI have never been able to figure 
out,” said Mr. Schilpin, “how I could 
justify a greater differential between 
my retail and general rate than is 
represented by the agency commis- 
sion. 

“In the final analysis, newspaper 
publishing is a highly specialized 
manufacturing proposition. This be- 
ing the case, I think it is wrong 
in principle for a newspaper to have 
two rates for two different adver- 
tisers.” 

The association adopted resolu- 
tions condemning free publicity and 
asking that the restrictions which 
apply to newspapers on news of lot- 
teries be extended to radio. 


Magazine Quits 
T. P. A. Travelers Magazine, St. 
Louis, discontinued publication with 
the October issue. 


ADVERTISING 
VOLUME IS UP 
FOR OCTOBER 


All Mediums Respond to 
Change of Season 


New York, Oct. 23 — National 
magazine advertising, which reached 
its lowest point of the year in 
August, recovered volume in Sep- 
tember and made further gains in 
October, National Advertising Rec- 
ords reports. The October figure 
was $17,758,541, compared with 
$15,213,764 in September. 

This is considerably below the 
same month in the past few years, 
however. October figures follow: 
1929, $20,318,567; 1928, $19,595,473; 
1927, $18,008,325; 1926, $17,377,685; 
1925, $15,065,806. 

The national farm magazine divi- 
sion responded to the general up- 
ward trend in October with a vol- 
ume of $914,852. This compares 
with $835,070 for September, and 
$583,819 for August. As with maga- 
zines, the October volume is below 
that of the preceding two years. 

Nevertheless, national farm maga- 
zine advertising for the first ten 
months of 1930 is ahead of 1929, 
the current figure being $8,937,343, 
compared with $8,880,505 for 1929. 

After a slump in August, radio 
advertising made a gain in Septem- 
ber, the last month for which com- 
plete figures are available. The 
September figure was $2,122,705, 
the total for the first nine months 
of the year being $18,820,331. 

In the sectional farm paper field, 
National Advertising Records gives 
the following lineage figures for 
July, August and September: 


Wallace’s Farmer 2.....cccccco 127,155 
Farmer and Farm, Stock 
and Home 120,862 


Nebraska Farmer 
Wisconsin Agriculturist ~...109,422 


Prairie Farmer ................ 103,062 
Kansas Farmer 2..ccccccccne 97,637 
2: | on .. 94,323 
Dakota Farmer 2002s... . 91,492 
Farm and Ranch 90,922 
Hoard’s Dairyman .................... . 86,048 
Pennsylvania Farmer ............ 84,451 
Michigan Farmer .................... . 81,635 


Oklahoma Farmer-Stockman 79,799 
Progressive Farmer (Ky.- 

Tenn.) 68,580 
Indiana Farmer’s Guide... 68,527 
Progressive Farmer (Texas) 67,926 
Progressive Farmer (Ga.- 

Ala.) 67,812 
Rural New Yorker... 67,699 
Progressive Farmer (Caro.- 

Va.) 67,469 
New England Homestead... 67,206 
Progressive Farmer (Miss. 


Valley) 66,814 
Missouri Ruralist ................. .. 64,807 
American Agriculturist —.... 61,780 
Southern Agriculturist — 60,875 
Breeder’s Gazette ccc 55,750 
Illinois Farmer 2 37,126 


Southern Planter —.... 36,694 

These figures are exclusive of 
chick, poultry, livestock and classi- 
fied lineage. 


Dripco Has Agency 


Dripeo Corp., New York, manu- 
facturer of the Dripco coffee maker 
and Dripco filter sheets for coffee 
filtration, has placed its advertising 
= Reimers & Whitehill, New 

ork, 


Leaves Chappelow 


Daniel A. Ruebel, vice-president 
of the Chappelow Advertising Co., 
St. Louis, has resigned. Mr. Ruebel 
is a former president of the Adver- 
tising Club of St. Louis. 


Made Art Director 


Joseph Thornton has become art 
director for the Wales Advertisin 
Company, New York. He has held 
the same position with other 
agencies. 


Magazines Play 
Leading Role 


in Melting Pot 


Boston, Mass., Oct. 23—American 
advertisers have the greatest oppor- 
tunity of any in the world, Joseph 
W. Hayes, director of research for 
the Crowell Publishing Co., New 
York, told the Advertising Club of 
Boston. 


The reason is that the United 
States is a homogeneous market, its 
inhabitants speaking the same lan- 
guage, having in large part the 
same ideas and ideals, and follow- 
ing the same customs. 

Dr. Hayes brought this point 
home by describing some of the di- 
versity seen abroad, not only in 
France and Germany, but in Eng- 
land. Not only the costumes, but 
even the languages, show a remark- 
able variety, he said. 


He asserted that national maga- 
zines have been an important fac- 
tor, if not the dominant one, in 
bringing this situation about. In 
the beginning, national magazines 
were handicapped by the different 
racial strains making up the popu- 
lation of the United States. At 
times, it was doubtful whether the 
magazines or the foreign ideas 
would survive. 

The fact that the magazines con- 
quered in the end means that they 
have created the only market of its 
kind in the world. 


Kendall’s New Work 


Fred W. Kendall, Jr., has joined 
the Visual Demonstration Co., Buf- 
my coming from Addison Vars, 
ne. 


Joins “Theatre” 


Peter Coppo has become art 
director of Theatre Magazine, New 
York. The magazine has adopted a 
new dress. 


Nat; i 


FASHION? 
ATIONAL Advertisers 


‘) will be interested in the 
facts about What's in 
Fashion—the fashion- 
news feature service di- 
rected by Amos Parrish 
—and how this service is 
being promoted by 61 lead- 
ing newspapers with a com- 
bined circulation at six 
million daily. 

Account executives, 
space buyers, publishers’ 
representatives—and of 
course publishers and 
executives of newspapers 
everywhere—will find these 
facts particularly interesting. 

There’s no secret about 
What's in Fashion. Ask any 
of the 61 newspapers using 
the service—any retail 
merchant or store execu- 
tive familiar with the ser- 
vice—or write us for full 
particulars. 


if: oo PARRISH 
& CO. 
580 Fifth Avenue, New York 
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ADVERTISING AGE 


NEW ENGLANDS 
BIDS FOR NEXT 
A. F. A. MEETING 


Borges Re-Elected First Dis- 
trict Governor 


New Haven, Conn., Oct. 23—V. 
Edward Borges was re-eiected gov- 
ernor of the First District, Adver- 
tising Federation of America, at the 
11th annual convention at the Hotel 
Taft October 19-21. Mr. Borges is 
president of Vincent Edwards & Co., 
Boston. 

Donald Davis, of the Springfield 
(Mass.) Union and Republican & 
News, was named deputy governor, 
succeeding Herbert Stephens of 
Boston, and Margaret T. Deasy of 
the Granville S. Standish Advertis- 
ing Agency, Providence, R. L., be- 
came secretary-treasurer in place 
of Rudolph M. Hennick, of the 
Waterbury American-Republican. 

Pittsfield was tentatively selected 
for the 1931 convention on invita- 
tion of R. S. Hibbard, president of 
the Pittsfield Advertising Club. 

A resolution calling on the Ad- 
vertising Federation of America to 
bring its next convention to New 
England was adopted by the execu- 
tive committee. 

The Federation’s national educa- 
tion program was unanimously en- 
dorsed, being hailed by Governor 
Borges as a great contribution to 
advertising. Each member attend- 
ing the executive breakfast was 
pledged to arrange joint meetings 
with all civic clubs in his commu- 
nity to explain the Federation’s 
project. 

Women Win Trophy 

The Women’s Advertising Club of 
Providence was awarded the Borges 
trophy for sending the largest dele- 
gation to the convention, mileage 
considered. Two victories are need- 
ed for permanent possession of the 
trophy. 

“Reaching the Common People in 
the Common Way” was discussed by 
Rulicon G. Parker, advertising man- 
ager of the W. T. Grant Co., New 
York, Monday morning. Mr. Parker 
pointed out that the largest market 
lies with people earning less than 
$3,000 a year. The majority of 
these people understand only the 
most elementary words and appeals, 
he asserted. 

“There is a picture in a weekly 
paper of mass circulation,” he said, 
“of an after-theater party in fluffy 
frocks and tuxedoes diligently dig- 
ging a meal from an automatic re- 
frigerator. Yet, 50 per cent of the 
readers never did and never will 
wear a dinner coat. 

“Involved ideas, clever phrases 
and double meanings in your copy 
won’t get over to this crowd.” 

Allen H. Seed, Jr., vice-president 
of Jordan Advertising Abroad, New 
York, spoke at the Monday lunch- 
eon, pointing out that foreign ad- 
vertising is the step-child of most 
manufacturers. 


Conquers Foreign Market 

He said that Kolynos tooth paste, 
made in New Haven, now sells ex- 
tensively in 84 foreign countries, 
foreign volume equaling that of the 
United States. 

Lucy Park, of the Fashion Co- 
ordinating Bureau, New York, dis- 
cussed the difficulty presented by 
the fashion appeal. 

“Short fur coats leap into the 
fashion picture and must be made, 
advertised and sold before the new 
long coat with the simulated bolero 
of fur takes its place in Fifth Ave- 
nue windows,” she said. 

John H. Heiney, of the. domes- 
tic distribution department, United 
States Chamber of Commerce, spoke 
Tuesday morning, commenting on 
competition for the reading time of 
the average man. 

“There are 2,000 papers published 
for business men,” he said, “exclu- 
sive of the great dailies and gen- 
eral weekly and monthly magazines. 


governor. 


and the movies makes the reading 
time of the American business man 
a most precious and valuable com- 
medity—an item to be bought and 
conserved with the greatest care.” 

Gilbert T. Hodges, of the New 
York Sun, and president of the Ad- 
vertising Federation of America, 
urged New England to forget its 
traditions as far as advertising is 
concerned. 

Col. Robert R. McCormick, pub- 
lisher of the Chicago Tribune, who 
was scheduled to address the con- 
vention, was snow-bound in his air- 
plane at Buffalo. 


Three-Cornered 
Sales Alliance 
Is Described 


Washington, D. C., Oct. 23— 
Testimony was adduced in the su- 
preme court of the District of Co- 
lumbia in the hearing on the appli- 
cation of the Chicago meat packers 
for a modification of the packers’ 
consent decree of 1920 to show that 
great changes have taken place in 
the distribution of food products in 
the last few years. 


It was brought out that an alli- 
ance exists between United Cigar 
Stores, Inc., Beech-Nut Packing 
Company and Gold Dust Corpora- 
tion under which the products of 
the packing company are pushed 
for sale through the retail stores of 
the United Cigar. 

This testimony was given by Ed- 
ward F. Shineman, secretary of 
Beech-Nut, who described in detail 
the variety of products manufac- 
tured by his company and then was 
prompted by Frank J. Hogan, pack- 
ers’ counsel, to reveal an _ inter- 
change of stock in which the cigar 
concern took 59,000 shares of Beech- 
Nut’s stock and entered into a 
working agreement to push the sale 
of Beech-Nut products through the 
30,000 odd retail stores and agen- 
cies of the company. 


These sales, which yielded a profit 
of nearly 12 cents on the dollar in 
1929, before federal taxes, were 
later passed to the Gold Dust Cor- 
poration. It was said that during 
the last year sales of the Swift 
Company yielded less than 2 cents 
on the dollar. 


Ex-Advertising Man 
Heads Shoe Company 


Ernest E. Doane, who has been 
sales manager and _ vice-president 
of the C. A. Eaton Co., shoe manu- 
facturers, has become president of 
the Churchill & Alden Co., shoe 
company of Brockton, Mass. 

Mr. Doane spent ten years as 
advertising manager of the O. J. 
Childs Company, later merged with 
the American LaFrance & Foamite 
Corp., of New York. 


Pabst Spends Million 


With a heavy fall campaign 
scheduled, 1930 advertising expendi- 
tures of the Pabst Corporation, 
Milwaukee, will reach $1,250,000. 

Practically the same amount will 
be invested in 1931. The peak ap- 
propriation before prohibition was 


Competition of golf, radio, bridge 


$350,000. 


NEW LINE-UP OF FIRST DISTRICT 


Left to right, Donald Davis, deputy governor; Margaret T. 
Deasy, secretary-treasurer, and V. Edward Borges, re-elected 


Radio Stations 
May Operate on 
One Channel 


Washington, D. C., Oct. 23—Syn- 
chronization of broadcasting sta- 
tions on the same broadcasting chan- 
nel without distortion is now “out 
of the laboratory,” and will open the 
way for the creation of entire net- 
works of broadcasting stations oper- 
ating on the same _ broadcasting 
channel, the National Broadcasting 
Company reported to the Federal 
Radio Commission. 

M. H. Aylesworth, president of 
N. B. C., said that more programs 
can be made available to the public 
with uniformly good reception. 

By means of “booster” stations, 
having no individual identity and 
strategically located, it will be pos- 
sible to serve great geographical 
areas on a single frequency and 
without interference, he said. 


Present Set O. K. 


Mr. Aylesworth emphasized that 
the development of synchronization 
in no wise affects the design or oper- 
ation of the present radio receiving 
set, and that it is not the intention 
of the N. B. C. to eliminate from its 
network independent stations that it 
now serves. 

Although tests and experiments 
have been conducted over a period 
of years, Mr. Aylesworth said that 
actual operating tests with Stations 
WEAF, New York, KDKA, Pitts- 
burgh, and WGY, Schenectady, con- 
ducted during the past few weeks 
with the three stations operating on 
the 660 kilocycle channel assigned 
regularly to WEAF have proved the 
feasibility of simultaneous operation. 

Two telephone circuits are used in 
conjunction with the radio frequency, 
one to carry the chain program, just 
as such a circuit is used to distribute 
chain programs under the existing 
system, and the other to control the 
radio frequency. 

Just how, when and where the ad- 
vantages of the newly developed sys- 
tem will be employed, has not been 
worked out. Between $35,000,000 and 
$50,000,000 will be required for the 
realignment and the erection of 
“booster” stations. 


Advertising Post 
Elects Crowson 


George M. Crowson, of the Illi- 
nois Central Railway, was elected 
commander of Advertising Post, 


American Legion, Chicago, this 
week. . 
Other choices: first vice-com- 


mander, Victor T. Nydele; second 
vice-commander, Walter L. Snel- 
ling; third vice-commander, Oscar 
C. Rose; adjutant, Samuel J. Rob- 
inson; treasurer, Harry M. Nelson. 

Directors for two years: William 
C. Bausch, George W. Boller, Hugh 
M. Driscoll, Edwin M. Hadley, Roy 
M. Moffitt, Frank C. Swatek. 

Director for one year: John R. 
Robinson. 


Trade Publisher Dead 


W. H. Bartels, one of the found- 
ers of Daily Trade Bulletin, Chi- 
cago, died in that city October 21 at 
the age of 81. 


100,000 GROUP 
HEARS OF 1.6. A, 


With advertisers as the chief 
speakers, the second semi-annual 
meeting of the 100,000 Group of 
American Cities was held in Chi- 
cago October 21-22. Secretary Les- 
lie C. Barton presided at the grcup 
discussions. 


Col. LeRoy W. Herron, advertis- 
ing manager of the Washington 
(D. C.) Star, was made a director at 
the Monday meeting of the board, 
this being the only change in the 
personnel. 

M. J. Geartner, advertising man- 
ager of the Arcturus Radio Tube 
Company, Newark, told how news- 
paper advertising had carried Arc- 
turus Tube sales from the bottom 
of the list to third place in two and 
one-half years. 


Mr. Geartner attributed much of 
the success of the advertising to the 
merchandising services proffered by 
the newspapers, but commented on 
the lack of agreement among differ- 
ent newspapers as to the kind and 
extent of such services. 


Power of Retailer 


J. Frank Grimes, president of the 
Independent Grocers Alliance, Chi- 
cago, urged his audience to protect 
and foster the small retail business 
as a practical way to insure pros- 
perity. 

“As an example of what the in- 
dependent retail grocers can do when 
organized and backed by advertis- 
ing,” he said, “they have made 
I. G. A. Coffee the third best selling 
brand in a little over a year. 

“In the last four weeks we 
shipped out 12,000,000 I. G. A. 
labels, and we are confident that 
I. G. A. food products will soon be 
the best advertised line in the coun- 
try because the enterprise of thou- 
sands of independents is behind it.” 

In commenting on current I. G. A. 
advertising, for which nearly $400,- 
000 is being spent in newspapers, 
Mr. Grimes said he believed its effect 
on the I. G. A. dealer in inspiring 
him to greater effort is even more 
valuable than the effect on the con- 
sumer. The organization has also 
launched a magazine campaign. 

H. M. Stephens, Western sales 
manager, Oakland Motor Car Com- 
pany, declared that prosperity could 
not return to ‘America until it re- 
turns to the motor car industry. 

Guy V. Smith, advertising man- 
ager of Libby, McNeill and Libby, 
Chicago, spoke on “The Dual Value 
of Newspaper Advertising.” 

Mr. Smith complimented news- 
papers as a body on the effective- 
ness of food editorial matter and 
cooking schools, but said that these 
activities alone did not prove the 
extent of woman reader interest. 


Smith Protests 


In the matter of cooking schools, 
he voiced protest against the com- 
mon practice of admitting any non- 
advertising food manufacturer who 
would contract for two or three 
thousand lines and comply with 
other requirements, while advertis- 
ers who had already contracted for 
several times that much space were 
forced to buy another two or three 
thousand lines in order to qualify. 

Advertisers are greatly interested 
in the dealer following of a news- 
paper, he said, but newspapers 
make a mistake in demonstrating 
this influence by attempting to bring 
pressure on the advertiser through 
the dealer. 

“There are, however, times when 
the newspaper can intervene in the 
relations of manufacturer and dealer 
with benefit to both,” he said. 

Group discussions emphasized the 
fact that newspaper advertising 
managers are more and more in- 
clined to the study of how to make 
advertising pay. By classifying 
successful campaigns as to kind of 
copy, size of space, frequency of in- 
sertion and product they plan to de- 
crease the element of chance. 
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60 £.42n¢ ST. 250 W. 57th ST. 


For Dependable 
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REDUCE YOUR COST 
OF SELLING Liters Post, Carvs, 


devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. ‘ull of sound 
basiness ideas, information and facts. 00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag Stockiyn. ny. 


I 
50,000 
SUBSCRIBERS 


Style Sources 
Pers Wear Daily 


I50Q00 
READERS 


sel 


NewYork 
8East 13% Street. 


Always say 
ep & A” 


—because our out-of-town 
customers are just as en- 
thusiasticasare the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 
Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


JUST PRINTED 


FOR ADVERTISING AND SALES 
EXECUTIVES SEEKING 
THE UNUSUAL 


“in my 
black 
portiolio”’ 


by KOCH 


strikingly crisp in appearance 
and content — you should have 
it—limited edition of 1500 —a 
copy gratis to you . . just write 
to KOCH, 24 W. 56th St., 
N. -Y., on your letterhead, 
and say “send it”! 
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ADVERTISING AGE 


October 25, 1930 


Appoints Committees 

Roger H. Ferger, president of the 
Advertisers Club of Cincinnati, has 
named the following committees 
and chairmen: 

Program, Robert Fleming; mem- 
bership, Harry Adams; publication, 
A. C. Holtman; finance, Myron L. 
Smith; publicity, W. T. Maynard; 
house, Foster Hayes; educational, 
Ernst Becker; 

Constitution, Hudson 
tendance, H. F. Childress; enter- 
tainment, J. Lawson Wiggins; A. 
F. A., Matthew McDonald; club 
consolidation, C. H. Van De Mark; 
advisory council, C. E. Bennett. 


Biery; at- 


Ban Liquor Copy 

The Manitoba Liquor Commission, 
Winnipeg, Man., has banned the 
advertising of hard liquor in that 
province. Existing contracts may 
run until November 15. All forms 
of advertising are hit, except out- 
door, which has never been approved 
for liquor copy. 


Barnsdall On Air 
The Stanley J. Ehrlinger Adver- 
tising Agency, Tulsa, Okla., has 
launched a new series of Barnsdall 
Be Square motor oil programs. The 
feature is broadcast over the Co-, 
lumbia network. 


PROVE IT! 


SHOW HIM THE LETTERS 


i oe os olen could show skeptical prospects pe 
testimonial letters and orders you receive from sa! 

Xe customers, it would remove doubt and hy the 

rders. Do not allow jy letters oe idle 

to your men and increase 
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AIAX PHOTO PRINT os. r+} w. Adams St., Chicago 


ERSONNEL SERVICE FOR THE 
. "ADVERTISING PROFESSION 


PROFESSIONAL & OFFICE SERVICE 
(Agency) 


Gurney Chrysler, Prop. 
527 Fifth Avenue, 7 New York Murray Hill 10488 


CLASSIFIED ADVERTISERS! 


MAIL ORDER ADVERTISERS! 
AGENTS-SALESMEN ADVERTISERS! 
Send ae f our NEW 1930 ‘“‘Adver- 
tisers Hate and Data "Guid de.” Forty-two page 
directory contains lowest display and classified rates 
circulation of prod magazines and 
newspapers. Valuable combinations. Other facts. 
Write today for your copy. 


ie 


E. RH. Brown abienintinn Agency 


Dept. A, 140 S. Dearborn St., Chicago, Il. 


IMPORTED BRIAR ROOT 
SMOKING PIPES 
have proved their worth as Good 
Will Builders and business accelera- 
tors with a firm name or trade mark 
stamped on the stem in gold. Let 
us send a sample. 


THE BUSHELL CO. 
420 Lexington Ave., New York City 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


NEW AND FRESH 
PATHS BECKON 
TO ADVERTISER 


One Market Leads to Anoihei 
for Brunswick 


When a manufacturer raises an 
appropriation with which to brave 
the national advertising stream, he 
is in for a tortuous, albeit eternally 
sascinating and profitable journey. 

This has been the experience of 
the Brunswick-Balke-Collender Com- 
pany, Chicago, which 20 years ago 
undertook to rescue the “pool halls” 
of the country from the rising tide 
of public disapproval. The success 
of this campaign, almost too well 
known to bear repetition, also served 
as the opening wedge for others. 

The general campaign, which re- 
stored “pocket billiards” to popular 
favor, winning new recruits from 
both sexes, indicated other markets. 
Brunswick - Balke - Collender found 
there was a field for billiard tables 
for home installation, including 
those for grown-ups and for children. 

Then came the supreme effort—to 
win the endorsement of clergymen 
for a game which has no direct con- 
nection with religion. Finally, there 
arrived a time when the company 
set out to capture the school and 
college market. 

This may be the end, but by the 
time this campaign, now in the mak- 
ing, is concluded, the moving finger 
will probably point toward some new 
and alluring objective. 

Selling Entire Family 

The advertisements used by the 
Brunswick-Balke-Collender Company 
in general magazines sell the game 
to all the family. They are featured 
by illustrations in full coler occupy- 
ing a half or more of the space. 
These pictures are painted carte- 
blane by well known artists, their 
instructions being simply to play 
the game and then to paint the sit- 
uation that they think is most ap- 
pealing. 

The copy is written to fit the pic- 
ture it accompanies, and, according 
to Clifford L. Ellison, advertising 
manager of the company, the work 
of the artists makes this job an 
easy one. The illustrators are 
changed from time to time to pro- 
vide a fresh slant. The distin- 
guished artists who have assign- 
ments this year are Norman Rock- 
well, Frederic Stanley and E. M. 
Jackson. 

The style was changed only once, 
when in 1925-6 the company’s ad- 
vertisements standardized the head- 
line “Billiards is a Gentleman’s 
Game.” Some of these advertise- 
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Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands i in New ¥ New York City: 


WOOLWORTH ORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 


DouBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


“everybody reads the news 


SELLING THE IDEA OF “A GAME FOR THE WHOLE FAMILY” 


This painting by Norman Rockwell features the current 
The copy is written around it. 
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campaign for billiard tables. 


around historical personages who 
made a hobby of billiards, such as 
Josephine and Napoleon and several 
presidents of the United States. This 
style was discontinued when it be- 
came apparent that public opinion 
was changing so rapidly that the 
subject was no longer pertinent. 


Find Another Market 

The juvenile market was at first 
cultivated in a panel which appeared 
in the general advertising. Then it 
was found that the possibilities jus- 
tified a separate campaign, which is 
now running in American Boy, Boy’s 
Life, The Open Road for Boys and 
the comic supplement of the Hearst 
papers. 

In this field, the company spon- 
sors a pocket billiard competition 
which has now reached the national 
stage. 

By 1926, public opinion regarding 
billiards had been reformed to the 
extent where the company believed 
it practical to develop another new 
market, the church field. 

A preliminary survey brought out 
two reasons why the going would be 
difficult. The first was that min- 
isters were afraid of criticism in 
recommending an unconventional de- 
parture into the recreation room 
business, and the second was that 
the company’s salesmen had been 
trained in contacting a different 
type of prospect, and conditions did 
not justify the expense of a separate 
selling force. For these reasons it 
was realized that advertising would 
have to do more than half the sell- 
ing job. 

Helping the Church 

Church Management and Chris- 
tian Herald were selected to carry 
the advertising, and Charles E. Clif- 
ford, copy chief in the New York 
office of H. W. Kastor & Sons Ad- 
vertising Company, drew the copy 
assignment. 

Realizing the necessity for a posi- 
tive approach to combat hesitancy 
and prejudice, Mr. Clifford origi- 
nated “the theology of play.” 

“Play is religion’s basic ally,” the 
copy ran. “Religion should not wage 
her battles without it. A religion 
that appropriates play strengthens 
its appeal. 

“Billiards is a halter by which 
youth may be led. The church that 
sponsors such recreation not only 
leads youth, but incidentally seizes 
its own life preserver—meeting the 
problems of congregation and finance 
with one answer. 

“Make the spirit of Sunday per- 
meate the week by bettering the 
social and civic welfare of your con- 
gregation. Your church is commis- 
sioned to develop its congregation, 
not alone in the spiritual sense, but 
in the social and civic as well. It 
should be a seven-days-a-week insti- 
tution working for the betterment 
of its people and its community, 


offering recreation, pastime, sports 


and games under its wholesome in- 
fluence and supervision. 

“Billiards should be the specified 
equipment of every church. It at- 
tracts youth. It can be played with 
equal enjoyment by novice and ex- 
pert, by men and women, by boys 
and girls. 

“Youth is the life blood of the 
church. Interesting the young peo- 
ple in the church is one of today’s 
greatest problems.” 


Give Financing Plan 

Inquiries from this advertising 
were answered with a brochure re- 
viewing the selling points of the 
proposition and explaining methods 
of financing the purchase. The most 
popular method has been for the 
church to issue bonds without inter- 
est in denominations of from $5 to 
$20 to members of the congregation, 
retiring them by the receipts from 
the rental of the tables. 

As a further inducement, the book- 
let points out that, once the equip- 
ment is paid for, the proceeds may 
be used for the support of the 
church. 

The campaign is now four years 
old and has sold 1,000 churches from 
one to ten tables. However, the com- 
pany values the returns in propa- 
ganda as much as the monetary 
proceeds. 

“Perhaps my interest in the 
Brunswick church copy has a natal 
source,” said Mr. Clifford, “for I 
was born on Sunday, Sept. 16, 1900. 
Page Evangeline Adams and you 
may find further horoscopic omens. 

“Lawrence, Mass., is the city of 
my nativity. It is a cotton and 
woolen center with a diversity of 
racial types. These people, what- 
ever their strain or creed, are being 
assimilated with startling rapidity. 

“When I was first faced with 
Brunswick’s church copy assign- 
ment, I could not help but remem- 
ber the part played by billiards and 
bowling, under church or lodge in- 
fluence, in fusing these people of 
varying cultures into a law-abiding, 
neighborly citizenry. 

“Secondly, I am a social animal, 
enjoying the shoulder-rubbing con- 
tacts of other humans, the sociabili- 
ties that promote friendliness and 
understanding, erase suspicion, and 
eradicate ill-will. 

“Further, I believe that there are 
two natures in man—spiritual and 
physical. The church that is too 
monastic lacks the physical appeal. 
It caters to but half the man. There 
is theology in play as well as in 
prayer, and it’s about time churches 
realized it for their own good and 
for the good of the communities they 
serve. 


“Omit Flowers” _ 

“An old professor at Georgetown 
University said ‘Simplicity is the 
soul of clarity.’ I tell our copy 
writers to ‘Omit flowers.’ Products 


like those featured in our advertise- 
ments have selling points sticking 
out all over them. Fit those selling 
points to the reader’s needs and 
you’ve done a job.” 


The new college and school cam- 
paign cashes in on the good will 
built up by preceding campaigns. 
The primary theme is that athletic 
coaches and supervisors consider bil- 
liards, bowling and squash tennis as 
forms of sport and _ recreation, 
which, because they may be played 
by students of both sexes physically 
unsuited for more strenuous sports, 
can greatly widen the scope of ath- 
letic department activities. 

The advertising is appearing in 
The Athletic Journal, the publication 
of John L. Griffith of Big Ten promi- 
nence, which is circulated among 
athletic coaches. Walter Kinsella, re- 
tired undefeated professional squash 
tennis champion, has been made sales 
manager of the college department. 


Mr. Ellison is now looking ahead 
to the time when “Play Billiards” 
copy can be directed specifically to 
women with the idea of selling them 
the idea of patronizing public bil- 
liard rooms. He thinks the idea will 
be practical in from three to five 
years when the recreation men will 
have had more experience in cater- 
ing to feminine patrons and other 
factors will be favorable. 

Women’s publications will be used 
and the copy will be built around 
the thought that the game offers 
women not only fascinating recrea- 
tion but a means of making them- 
selves more interesting and compan- 
ionable to others. 


By the time this copy breaks the 
company hopes that the National 
Billiard Association of America, an 
association of billiard room operators 
organized by the company in 1920, 
will be ready to take a part of the 
load. As a hint to this group Bruns- 
wick is spending $20,000 in a small 
campaign which is appearing over 
the signature of the association. This 
series features the endorsement of 
billiards by such sport celebrities as 
Grantland Rice and Floyd Gibbons. 


In addition to the publications 
mentioned, the Brunswick list for 
1931 includes Collier’s, American 
Magazine, Liberty, American Legion 
Monthly, Columbia, Association Men, 
Eagle, Crescent, Elks, Moose Maga- 
zine, and The Scholastic. 


Back With “Fruit Grower” 


J. F. Jenkins has returned to 
American Fruit Grower, Chicago, 
as Western advertising manager, 
after two years as a_ publishers’ 
representative. 

M. E. Phillips has become Western 
advertising manager of Highway 
Engineer & Contractor, published 
by the same organization. He has 
been with Public Works. 
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October 25, 1930 


ADVERTISING AGE 


HEYWOOD BROUN 
PICTURES BRIDE 
OF COPY WRITER 


Replies to Watson’s Estimate 
of Women 


New York, Oct. 23—That the ad- 
vice of advertising men is of little 
value because their conclusions are 
drawn from a dream world made 
up of and peopled by copy-writing 
inspiration, is the opinion of Hey- 
wood Broun, columnist of the New 
York Telegram and political oppo- 
nent of the communists. 

Mr. Broun’s viewpoint came to 
light when he took issue with John 
B. Watson, well known psychologist, 
author, and vice-president of the J. 
Walter Thompson Company, in the 
columns of his paper. The contro- 
versy was provoked by an interview 
with Dr. Watson, published in New 
York newspapers, wherein he de- 
cried the value of business training 
for women. 

“Business is only an escape for 
women,” Dr. Watson declared in his 
interview. 

“Marriage is a woman’s best job 
—an interesting and difficult and 
demanding job. What does the busi- 
ness world offer a woman as inter- 
esting as marriage? The woman 
who leaves her home for eight hours 
a day and $25 or $35 a week is 
lacking in imagination.” 

Here Mr. Broun stepped in to de- 
clare: 


The Infernal Choice 


“And Dr. Watson is lacking in 
something. He falls into the old 
familiar assumption that every 
woman has an opportunity of mak- 
ing a choice between cooking dinner 
for some good man rather than tak- 
ing his dictation. He also falls, 
hook, line and Phi Beta Kappa key, 
for that other ancient belief that 
as soon as a woman marries her 
economic troubles have ended. 

“‘Making a success as a wife is 
no slight task,’ said the behavorist. 
‘What does a husband want when 
he comes home from a busy day? A 
wife who can talk to him intelli- 
gently about his business? No! A 
wife who has a mature understand- 
ing of life because she has gone 
through the mill? No! He wants to 
come home to a wife who is fresh 
and charming and restful in a 
pleasant, well-ordered and beautiful 
home that she has created. 

“Tf she hasn’t enough to do dur- 
ing the day she can at least sleep 
so that she will be fresh and radiant 
in the evening.’ 

“The good doctor generalizes 
much too freely. It is a fault to 
which he has been addicted in the 
past. If two or three babies behaved 
conveniently in some experiment 
Dr. Watson has been quick to pro- 


Don’t Overlook 
this Southern Market 


Here is a new untapped Southern 
market of more than a million peo- 
ple that your National advertising 
fails to reach . . . the Southern 
Methodist Publications reach them 
. . . all good substantial white peo- 
ple . . . the cream of the South. 
Turn to Standard Rate and Data 
or let us send facts and figures on 
how to reach them economically. 
LAMAR & WHITMORE 
Publishers 
E. M. McNett, Advertising Dir. 
E. J. Lines, Traveling Rep. 
810 Broadway, Nashville, Tenn. 


SOUTHERN 
METHODIST 
PUBLICATIONS 


1,029,222 
CIRCULATION 


claim to the lay and scientific world 
that here was a fundamental rule 
for all infants. John B. Watson has, 
as you probably know, made the 
startling discovery that babies do 
not like to be dropped or to have 
tin pans banged suddenly just abaft 
either ear. 

“And now we find him building 
a universal philosophy upon no 
weightier structure than an adver- 
tising man’s fantasy of home and 
fireside. Dr. Watson in recent years 
has moved from the study of babies 
to the commercial consideration of 
tooth paste and shaving soap. 

“It is his function, as adviser for 
a famous and successful agency. to 
regard the copy prepared by the 
artists and remark from time te 
time, ‘Ah, no; I feel from my psy- 
chological researches that a lighter 
shade of blue would be more effec- 
tive in breaking down sales resist- 
ance to our talcum powder.’ 


Girl Out of Magazine 


“It is Dr. Watson’s contention 
that man, in his hours of ease, 
wishes for nothing which would re- 
mind him of the medium in which 
he has toiled throughout the day. 
But he is betrayed by his subcon- 
scious. For the love nest which he 
pictures is inevitably the advertis- 
ing man’s idea of home. The help- 
mate whose identity he sketches out 
is none other than the girl in full 
colors on the back page of some 
national magazine. 

“She has just arisen from some 
couch constructed to assure perfect 
sleep. She is the lucky one out of 
every five who will never get pyor- 
rhoea. You just know she wears 
them. And her beaming smile is 
toasted. 

“You may have observed that the 
ladies of the advertising pages 
neither toil nor spin. Judging by 
the pictures, housework is one of 
the most engaging of all indoor 
sports if only the young woman is 
equipped with a Blink’s Cleaner, a 
Bunk’s Electric Washer and a Duf- 
fus Fireless Cooker. 

“And yet I fear that the girl on 
the magazine cover who is Dr. Wat- 
son’s dream princess suffers some 
slight disparagement at his hands, 
even though he enthrones her. It is 
quite true that she cannot talk in- 
telligently to her husband after he 
has come home from the office after 
a hard day in checking up the copy 
on contented cows. But she has her 
accomplishments which are worth 
mentioning. 

“French she has learned in ten 
easy lessons. The mandolin she can 
play by a new method sent in a 
plain sealed envelope. Correspond- 
ence courses have perfected her in 
the latest dance steps. Even a pro- 
fessional mate might be less quick 
when she is detecting Mr. Addison 
Sims, of Seattle, at first glance. 

“It is less than enough to call her 
‘fresh and charming.’ She is accom- 
plished and can earn money at 
home, for she has learned to be a 
cartoonist. And when the toiler and 
the breadwinner sinks upon the 
couch (which can be a billiard table 
if friends come in to call) she turns 
upon him that perpetual smile and 
says, ‘Blow the smoke in my direc- 
tion, since there is not a wheeze in 
a wagonload.’” 


PublicNot Dumb, 
‘Recorder’ Warns 
Its Subscribers 


Boston, Mass., Oct. 283—“Take it 
for granted that the public is dumb 
and continue to advertise $27.50 
shoes at $6, and it won’t be long 
before the title for dumbness will 
be exclusively the possession of the 
shoe man.” 

This was the warning of Boot 
and Shoe Recorder to its readers in 
a vitriolic editorial in the current 
issue. ‘ 

“One New York store went to the 
extent of quoting clippings from a 
number of advertisements showing 
obvious over-statement,” said the 
Recorder. 

“It certainly was decidedly un- 
usual for an all one-price $5 adver- 
tiser to run a message of that sort. 


In this case, the store said it was 
their policy to under-state rather 
than over-state. That’s indeed a 
new angle and perhaps the public 
then goes away with the feeling of 
getting more value for the money, 
through the personal appreciation 
of the modesty of this store’s state- 
ment. 


“The public only gets what it 
pays for after all. It knows, with 
the commonsense that all mankind 
possesses, that there is a difference 
between Queen Anne apparel and 
Mary Anne utility. There is a dif- 
ference, and the foot knows, between 
the ink statement of ‘hand-turned’ 
shoes and the real bench-turned 
product. 


“There is a difference in service 
of an hour’s thoughtful study of the 
foot and its fitting and the ten min- 
ute ‘rush and take it.’ There is so 
much difference in shoes that for 
precisely this reason we regret to 
see so much of the battle in ink 
based on: ‘Don’t be a fool and pay 
more.’ 


“The public can get good shoes 
and good service in every grade 
without feeding it through the eye 
with statements which calculate to 
prove that all shoe men are liars.” 


ington, November 10-12. 


Co., Rochester. 


THIS LITTLE GROUP WENT TO WASHINGTON 


Lee H. Bristol, vice-president of the Bristol-Myers Com- 
pany, New York, and executive vice-president of the Associa- 
tion of National Advertisers, headed a committee which invited 
President Hoover to address the A. N. A. convention in Wash- 


Left to right, Allyn B. McIntyre, vice-president, Pepperell 
Mfg. Co., Boston; Bennett Chapple, vice-president, American 
Rolling Mills Co., Middleton, O.; Mr. Bristol; A. E. Haase, 
managing director, A. N. A.; and O. N. Solbert, Eastman Kodak 
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affecting buying— 


USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis ... You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use The Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


j in 1931 


In the press of competition for business in 1930, 
you need this information that will point your 
way to new markets, better outlets for your goods. 
Let The Market Data Book be your guide! 


In this single volume are figures on a hundred 
major fields—data on production, distribution, 
buying set-ups, buying seasons, developments 


Compiled from more than a thousand sources— 
Condensed into immediately available form— 
Indexed for easy reference— 


Authentic in every detail— 


And a complete directory of business publications, 
grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the user 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition now is available. 


Fill in 


the coupon below for your FREE copy TODAY. 


>>>>>>>> HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 


cation is by far the most vaiuable 
extant from our standpoint.” 

“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our adve cam- 
paigns.” 

“We find data such as you have 
compiled invaluable to us.” 


“In constant use—a thoroughly 
reliable reference book.” 


“Has always been very helpful 
to us.” 


Class & Industrial Marketing, 
537 South Dearborn Street, Chicago 


Please enter my. subscription to 
Class & Industrial Marke for 
one year, for which I enclose $2.00, 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 
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October 25, 1930 


HOW OUTDOOR CONVENTION LOOKED TO THE PHOTOGRAPHER 


Outdoor Industry 
To Stage Campaign 


for Farm Products 


(Continued from Page 1) 
275,000 poster panels represented in 
the membership, 54.7 per cent are 
of the new approved type and that 
11,700, or 44 per cent, of the 26,000 
painted units have been similarly 
improved. 

The plant-owners were urged to 
push the work of reconstruction, so 


Kerwin H. Fulton 


Mr. Fulton, who is president of 
the General Outdoor Advertising 
Co., introduced the resolution com- 
mitting the outdoor industry to a 
campaign for farm products. 


that advertisers may have the bene- 

fit of fully standardized structures 

at the earliest possible moment. . 
Measure Circulation 

A corollary of the improvement 
program is the effort to introduce 
scientific methods of measuring cir- 
culation through surveys, traffic 
counts, studies of traffic flow, etc., 
with the idea of improving loca- 
tions and providing adequate cover- 
age. This in turn has led to the 
adoption of the plan for equalized 
showings, under which it is in- 
tended that every advertiser receive 
the same relative display in each 
community. 

This subject was one of the most 
interesting on the program. The 
association adopted the plan a year 
ago and it has gradually been put 
into effect, although it is admitted 
that the plant-owners have not all 
succeeded in revising their facilities 
in a way that would permit this 
method to be used. It is insisted, 
however, that the old plan whereby 
an advertiser who had used the 
medium for some time gradually 
“hogged” the preferred locations 
was unfair to new advertisers and 
discouraged business. 

A number of able speakers vigor- 
ously defended the new association 
policy, while M. F. Reddington, of 
M. F. Reddington, Inc., New York, 
famous for years as the organiza- 
tion placing Camel cigarette adver- 
tising in the outdoor field, was 
equally outspoken on the other side 
of the argument. 

One of the chief complaints heard 


CONVENTION HOST 
EE. . 


Harry J. Fitzgerald 


from soliciting organizations was that 
the outdoor advertising field is still 
lagging with reference to research 
and promotion methods. As a result, 
it was declared, the medium is being 
purchased on sheer merit, and is not 
having the development which would 
follow the adoption of the sort of 
research and service programs insti- 
tuted by competitive mediums. The 
plant-owners were warned that if 
they expect to continue to get the 
advertiser’s business, they must be 
prepared to co-operate by furnish- 
ing detailed information regarding 
their markets, local distribution con- 
ditions, ete. 

Among the advertisers and agents 
who were on the program were 
Charles C. Younggreen, of the Dun- 
ham, Younggreen, Lesan Company, 
Chicago; George Volz, advertising 
manager of the Middle Western 
division of the Shell Petroleum 
Corporation, Chicago, and Keith 
Clevenger, director of publicity and 
advertising of the American Gas 
Association, New York. 


Rankin Present e 
William H. Rankin, president of 
the William H. Rankin Company, 
New York, which recently won a 
final decision in its suit against the 
association, was also present, but 
was not called on to speak. 


In discussions of public relations, 
the subject of restrictive legislation 
occupied the center of the stage. 
Emphasis was laid on the fact that 
40 state legislatures will be in ses- 
sion beginning in January, and that 
a flood of bills aimed to regulate 
and restrict outdoor advertising 
may be expected. The state asso- 
ciations will handle this problem. 


Al Norrington, head of the Pitts- 
burg office of General Outdoor, who 
is chairman of the legislative com- 
mittee, said that since the 1929 con- 
vention 38 bills of this kind were ia- 
troduced in state legislatures, and 
11 enacted into laws. They cover 
such subjects as per-square-foot 
tax, license tax, occupation tax, ob- 


ADDRESSES MEETING 


H. C. Macdonald 


Mr. Macdonald, who is president 
of Walker & Co., Detroit, was one 
of the convention speakers. 


structing views on highways, county 
zoning, etc. 


One of the activities which is 
helping to improve public relations, 
it was pointed out, is the work of 
the National Poster Art Alliance, in 
which poster, civic and educational 
interests are represented. Much of 
its work has been in the health field, 
and posters produced in competitive 
contests have been given wide circu- 
lation. 


In his address as president, C. U. 
Philley, of St. Joseph., Mo., referred 
to the problem of equalized show- 
ings, and said that locations which 
do not offer an equal measure of 
value must be eliminated. 


Joseph Harris, secretary of the 
association, said that poster service 
from association members is now 
available in 17,411 towns, and 
painted display in 211 towns. Steel 
structures, he reported, are coming 
into more general use. The no- 
wrinkle system of posting, he said, 
is also being generally employed. 


Censor Movie Copy 
Hen Johnston, of Reading, Pa., 
chairman of the censorship commit- 
tee, said that posters advertising 
moving pictures are the only ones 
that have given trouble, and that 
plant-owners have been instructed 
to refuse to post anything of an off- 
color nature. Lithographers have 

agreed to co-operate, he said. 


I. W. Digges, chairman of the 
public relations committee, told of 
efforts to arrange a conference 
under the auspices of the U. S. De- 
partment of Commerce, to discuss 
all phases of outdoor advertising, 
with special reference to the com- 
plaints of those who object to its 
appearance in rural districts. The 
Department has indicated that it 
would not care to sponsor such a 
conference, but it is possible that it 
will be held under the auspices of 
the Chamber of Commerce of the 
United States. 


Arrangements for the convention, 
which attracted nearly 800 people, 
were unusually good. Harry J. 
Fitzgerald, of the Cream City Bill 
Posting Company, Milwaukee, was 
general chairman, and Arthur Sie- 
gel, of the St. Louis office of Gen- 
eral Outdoor, was program chair- 


man. Some novel features of the 
program included “radio broad- 
casts” in which dramatic presenta- 
tions of outdoor advertising prob- 
lems were given, and screen pic- 
tures of members in attendance at 
the convention. Entertainment was 
provided by the lithographers, so- 
liciting organizations and the local 
committee. 


Ralph Butler, [il, 
Sends Manuscript 
to A. B. C. Meet 


Ralph Starr Butler, vice-president 
of General Foods Corporation, New 
York, who was scheduled to address 
the Audit Bureau of Circulations at 
Chicago Thursday, was unable to 
attend and his address was read. 

Mr. Butler is suffering from a 
nervous breakdown. While it is re- 
ported that his condition is not 
serious, Mr. Butler will take a rest 
before resuming business activities. 

Mr. Butler’s paper asked “Is the 
Growing Detail in A. B. C. Reports 
Justified?” He answered in the 
affirmative and said that the A. B. 
C. faces a new task—that of show- 
ing space buyers how the Bureau 
forms can be used for the greater 
benefit of advertisers. 


“Everything possible should be 
done along this line,” Mr. Butler’s 
paper said, “until we have proved 
that advertisers are blind to their 
own interests and it is futile to try 
to help those who will not help 
themselves. 

“Not until one of these alterna- 
tives has been achieved should we 
give consideration to any with- 
drawal from our advanced position 
with respect to detail of circulation 
data.” 


‘Liberty’ Again 
Gives Reading 


Time of Stories 


New York, Oct. 283—By popular 
demand Liberty has resumed its 
practice of telling readers just how 
long it will take them to read ar- 
ticles in that magazine. 

The reading time is given in min- 
utes and seconds at the beginning 
of each story. 

This plan was first used by Lib- 
erty about two years ago, and later 
discontinued. It was resumed with 
last week’s issue because of numer- 
ous requests from readers. 


Salvaging the Value 
of National Brands 


What can be done to save the 
value of national brands? How 
can loss be prevented? 


An article with the above title 
appearing in the October issue 
of The New Era in FOOD 
DISTRIBUTION discusses this 
topic of the hour among food 
advertisers in plain-spoken but 
constructive fashion. 


A most timely subject. Send for 
a copy. 


The New Era in 
FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


What's in the Golf Market 


A thorough sales development 


—for you? 


campaign calls for an 


investigation of the Golf Market if there is a logical possi- 
bility of your product being used in golf course main- 
tenance, clubhouse operation, or in playing the game. 


You can get the facts that will enable you to appraise 
your golf market possibilities, correctly, completely, and 


quickly from 


GOLFDOM’S SURVEY 
of the 1930-31 golf market 


It gives you the only dependable statistics on golf course maintenance, pro shop 


merchandisin 


and clubhouse operation of the country’s 5,856 golf clubs. 


e will gladly mail copies of this survey to sales and advertising managers 


and agencies. 


THINK ABOUT THE GOLF MARKET—NOW! 


It’s one of the wealthiest, most active and rapidly growing industries in the 
country. Ask us freely for any help we can supply in determining your Golf 


Market possibilities. 


The 


Business 
236 N. Clark St. 


Journal of Golf 
CHICAGO 
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